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~ «We «noss” 
has everything your customers 
want. It’s a better looking oven,a 
better built oven, a better baking 
oven. Nationally advertised, na- 
tionally known, nationally sold. 


And the Boss Oven line for 
1930 offers you greater sales pos- 


sibilities than ever before. Many _., 


jobbers and hundreds of 
new dealers have stocked it 
—are pushing it! 

Let us tell you about the 
new Boss line, and the new 
Boss advertising, the new 
Boss profits. Write to your 
jobber or to us. 
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PAN PULL 
new Boss Oven 


Exclusive device which pulls pans forward in 
oven without reaching and burning of hands. 


THE HUENEFELD COMPANY -« CINCINNATI, OHIO 
39 Years of Service 


BOSS OVENS 


Good Jobbers Everywhere Distribute “Boss” 
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PROFITS IN | 


Pharis dealers made money last year. 
Did you? 


Rapidly changing conditions and your 
new competition should not be allowed 
to steal your legitimate profit in 1930. 
Volume production of quality tires and 
tubes, plus the Pharis time proven 
method of distribution bring Pharis 
Tires and Pharis Molded Tubes to you 
at a price that enables you to meet your 
keenest competition and still take your 
full profit. 


Price helps sell the first time customer. 
The exceptional service that Pharis 
Tires and Tubes deliver brings him 
back. Your immediate profits and an 
assured volume of repeat business grow 
with every sale. 





























Interested in profits in 1930? Write for 
the Pharis proposition. 


The Pharis Tire & Rubber Co. 


Newark, Ohio, U. S. A. 





THE 
PHARIS 
IDEA 


Seventeen years ago 
Carl Pharis said: “If 
we build good tires 
and tubes and sell 
them without stores, 
warehouses, branches 
or salesmen, to re- 
sponsible concerns 
who pay their bills 
we can undersell our 
competitors and fur- 
nish abetter product.” 
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AFEW Dealers do MOST of the Business 














WHY? 


That fewer than 25 per cent of the 
independent retail stores do over 75 per 
cent of the total business is indicated by 
advance data from the United States De- 
partment of Commerce census of distri- 
bution to be published this year. 


It requires no fortune teller to point 
out why. The dealers who use the right 
methods attract trade as a rolling snow- 
ball gains size. 


Right methods are the result of clear 
thinking, and clear thinking leads you 
straight to Warren Fixtures and Display 
Tables as a first step toward big busi- 
ness. 





Think it out along these lines: Pres- 
ent-day merchandising has proved that 
the more you show and the more attrac- 
tively and conveniently you show it, the 





This completely Warrenized store (in IIli- . cam h val : 
nois) is meeting competition with modern parca ” ty” Ii . a i a. Wan 
equipment and methods. SS eS ae 

ren" Fixtures provide maximum display 


per foot of floor space through their 
specialized design—yet they avoid crowd- 
ing and confusion of stock. They give 
your store a rich and efficient appear- 
ance which, by suggesting prosperity, 


creates prosperity. 
% If you think modernizing your store 
is too costly for you, it is time you 


investigated the Warren “Economical” 
Line. 


GO onomvical Bre supe 
SECTIONAL DISPLAY FIXTURES 


SRR RRS SS SS SSS SSS SSS Se ee ee eee 
| 
J. D. Warren Mfg. Co.. 
208 W. Washington St., Chicago, Ill. 
We want to know more about Warren Fixtures. Please send 
us: 
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0 The Warren Fixture Cata- Nail Bin Counter Folder. 
log. Information sheet for 
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astounding new ILCO machine. 














1. 


Duplicating keys of the Bell Locker | 


(1033-B) type. 


. Duplicating malleable iron bit keys. 
. Duplicating flat steel keys. 
. Duplicating cylinder keys. 


Special Features 


by special 3-speed pulley. 


ous size stems of bit keys. 


. Only machine to duplicate bit keys I 
(all cuts) without removing blank or 


sample key from vise. 


. Extra heavy base casting. 
. Cutter may be approached from any 


angle. 


. Speed—a bit key can be cut in less 


than a minute. 


be removed from the clamps. 


ate it. 








market. 
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Vassaad 


The only way to appreciate the new ILCO Minute 
Key Cutting machine is actually to see and to oper- 


The main bearings are of the finest quality bronze. 
T ¢ , Tn e ° ° 

. No changing of cutters necessary. rhree speeds, for varying requirements, are pro- 

. Hardened steel grip jaws on bit key vided for in the pulley. The correct speed of the 
vise prevents keys from turning. 


: cutters for various purposes has been carefully tested. 
. Speed of cutters accurately adjusted : 
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NEW IMPROVED “MINUTE” KEY MACHINE 
PROVES SENSATION 


Truly revolutionary in key cutting equipment is this 
Here for the first 
time is a key cutting machine that will duplicate 
Cylinder keys, Flat steel keys, both side and end cuts, 

The Ideal Equipment for: Bit keys, with all pass cuts, lever cuts and ward cuts, 
keys of the Bell Locker type, and for all ‘these 

changes neither the sample key or the blank need to 





No. 1033B 


| The new ILCO vise with corrugated grip jaws of hardened steel pre- 
. Jaws of vise will accommodate vari- vents bit keys from slipping while being cut. 

These and many other features make the new ILCO Minute Machine 
the only truly modern and really satisfactory key equipment on the 





@@ INDEPENDENT IOCKCO,4® 








FACTORY AND GENERAL OFFICES 


FITCHBURG, MASS.,U.S.A 
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WEAVING POULTRY NETTING 
Weaving Poultry Netting requires a different machine 
than the type used for weaving Wire Screen Cloth. In 
this big loom the wires are fed through vertical tubes 
which whirl around each other, making a tight twisted 
mesh as the Netting passes over the roller at the top. 


% in. % in. lin. 
Our Other Products 
Include 


Netwick Poultry Fence 
Galvanized Hardware Cloth 
and the following brands 

of Screen Wire Cloth 

Cortland Black Enameled 

Graywick 
White Metal Finish 
Wickwire Premier 
Wickwire Bronze 
Wickwire Copper 

















WICKWIRE BROTHERS 
Hexagon Poultry Netting 


Rust is the arch enemy of Poultry Netting. We 
make all our own Poultry Netting of Open 
Hearth Steel which ¢esists rust much longer 
than Bessemer. Make it complete in our own 
plant from raw material to finished product. 


We draw the wire in our own mills—all process- 
ing through the Steel Plant, Rod Mill and Wire 
Mill is done under our constant, personal super- 
vision. 


Our method and quality of Galvanizing gives 
not only a good finish, but added protection. 
More than 50 years’ experience is back of all 
our products. 


Your Jobber Will Supply You 


OrFriccs 


_AND 
NEW WORK U.S.A. 
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Stanley Hammers 


«the choice of craftsmen in every trade 














No. CP100 plus 





Chromium plated head. 
Handle lacquered in full 
colors. “The true aristo- 
crat of Nail Hammers.” 





No. 147 





No. 221 
No. 100 plus “aan Floor Layers’ Hammer. 


“The Hammer with the Plenty of weight. 


Perfect Balance.” 





No. 163 











Hand Hammer —carefully 
The choice of craftsmen Magnetic Tack Hammer. polished and fully tempered. 
for years. 
Dealers’ Catalog No. 
129d showing the full 
line of Stanley Tools 
will be sent on request. No. 61 


Straight claw— 
unmatched for ripping. Bricklayers like this pattern 


The Stanley Rule and Level Plant 


New Britain, Conn. 


STANLEY 
TOOLS 


The Choice of the Trades 
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U. S. Poultry Fenee is the only poul- 
try netting advertised nationally 
to the ultimate consumer.......- 


AGAIN--IN 1930 


oe .U. S. Poultry Fence Advertising 
will bring new customers to your store 
and put money in your cash register. 








. . Leading Farm and Poultry publi- 
cations, read by millions of potential pros- 
pects, will broadcast the urge to buy 
this modern netting from the DEALER. 







.... Dealers everywhere are reducing 
inventories, cutting costs and increasing 
sales by stocking U. S. Poultry Fence 
exclusively. Its superior straight-line con- 
struction, its many recognized advantages, 
and its economy, already have made it 
the fastest-selling netting on the market. 


















.» «U.S. Poultry Fence is sold only through 
the regular wholesale and retail trade. If you 
are not already taking full advantage of our 
co-operative selling and advertising policy, let 
us urge you to start now! 


Mes 
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.. + Insist upon the original! Ask your job- 
ber, or write direct to us for complete infor- 
mation and a miniature sample roll! 


Indiana Steel & Wire Company 
Muncie, - Indiana 
MANUFACTURERS OF 


IMPERIAL Farm, Poultry and Lawn Fence, 
Steel Posts, Gates, Flower Border, Trellis and 


US PoultryFence 


“The Wetting That Stands Joue” 

































One drop of water may go through 
a sheet of tissue paper but it won’t 
leave a mark on a rock. But let a mil- 
lion drops fall in the same place on 
a stone and you will think someone 
has been using a drill. 





One advertisement cannot convince 
a prospect that he ought to buy a 
particular tool. But tell him a thou- 
sand times to look for a particular 


OL 
<4 
U.S.A. 


(TRADE MARK) 
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trade mark and the next time he 
goes into a hardware store he will do 
so automatically. 


Nicholson advertising is sustained 
advertising. It started in its present 
form in 1918 and has worked for 
you—and for us—ever since. 


Because Nicholson File Co. advertis- 
ing is sustained advertising, it is creat- 
ing sustained sales for Nicholson Files. 


NICHOLSON FILE CO. 
Providence, R.1., U.S.A. 


A File for Every Purpose 
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towering webs 


of STEEL 


Twenty —thirty—forty stories in the air, 
metal ribbed skeletons throw their shadows 
against the sky. Brawny arms of giant 
cranes lift massive members into place. 
The chatter of active hammers tells you that 
far up in the framework men are locking 
the girders with rivets of white hot steel. 


Wherever you see steel structures going 
up, you will find W&B drills and reamers 
proving the rugged dependability that has 


made them famous. 


For after 78 years devoted to the service 
of industry W&B continues to set the 
pace in the design and manufacture of 
cutting tools. 


WHITMAN & BARNES 


DETROIT, MICH. 
Canadian factory: Canadian-Detroit Twist Drill Company, Ltd., Walkerville, Ont. 
TOOL MAKERS FOR 78 YEARS 











Screen Doors—Window Screens 


SAVE MONEY 


Use Distribution Cars! 


AGGRESSIVE Hardware Dealers should readily see 
the advantage of placing their orders for CONTINENTAL 
Screen Goods with Jobbers now for shipment in Conti- 
nental Distribution Cars. | 


Distribution Cars will commence moving February 15th, in order 
to get Screen Goods to all Hardware Dealers in plenty of time 
for the Screen Season. 


We ask that you send us your specifications promptly for Screen 
Doors and Window Screens, so that we may know just what goods 
to manufacture—and thus, by co-operation, give you good service. 


Buy Continental Screens From Your Jobber Now ! 


SCREEN DOORS—WINDOW SCREENS 


Fresh Air Window Ventilators—Combination Screen and Storm Doors 
Knocked Down Window Screen Frames. 


Continental Screen Company, Detroit, Mich. 
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AMERICAN 


es Appliances oxo 
Complete Gas Cooking. 
Heating. Lighting Service 
\ Jor every Home. 
| ae 
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It Rings the Bell 


The One on Your Cash Register! 


The New American Radiant Heater 
is going over big. And why shouldn't 
it? It has everything: Beautiful design, 
rich color finish, solid, rugged con- 
struction. Utmost operating conven- 
ience. Fuel economy—makes gas from 
gasoline at low cost. Automatic pro- 
tection against flooding. High-powered 
heating performance. Easy portability. 
Healthful glowing heat, rich in the 
health giving infrared rays of the 
summer sun. 


Are you cashing in on the popularity 
of the new American Radiant Heater? 
It is a “natural.” It rings the bell—the 
one on your cash register. 


Three seasons are equally good for 
selling American Radiant Heaters— 
fall, winter and spring. Show them. 
Demonstrate them. Window display 
them. Sell them. 


American Gas Machine Company, Inc. 
MAIN OFFICE AND FACTORIES ALBERT LEA, MINN. 
EASTERN BRANCH 78 Reade St., NEW YORK, N. Y. 
WESTERN BRANCH 4242 Hollis St. OAKLAND, CAL. 
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Where Speed Counts 


In selling Nail Pullers consider what 
speed and safety mean to users. 


Stores, shops, factories, ware- 
houses — all places where 
cases, boxes and crates 
must be opened, ap- 

preciate a Nail Pull- 
er that operates 
quickly and 
saves time. 


This is especial- 
ly true in stores 
where goods must 
be unpacked hurried- 
ly and put on sale. 


CYCLOPS 


Nail Puller 





A 
Good Tool Here is where the Cyclops 
ata Nail Puller returns its cost 
Reasonable over and over in time saved. 
Price 


It is said to pull more nails per 
minute than any other nail puller. And 
it’s SAFE to use because the handle or 
pressure foot guides the jaws directly to 
the nail and saves the operator’s hand 
from injury. A splendid seller. 


Your Jobber will supply you. If not—write 
to us, and we will refer you to the nearest 


Jobber who will. 


(HARDWARE COMPANY) 


Reg. U. S. Pat. Off. 


TORRINGTON, CONN. 
New York Office 151 Chambers St. 


Established 1854 Incorporated 1864 
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CrackerjaC Curtain Stretchers lead the way 
to more sales and greater profits for you. 
Many exclusive sales features are found only 
in the CrackerjaC Complete Line—a size 
and style for every requirement. 
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Decide now to take advantage of the oppor- 
tunity the CrackerjaC Line offers you. Write 
for complete information and details of our 
Free Counter Model offer. 
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Sterling Woodenware Company, 
Sterling, Illinois. 





Gentlemen: 


Please send complete information and de- 


tails of free counter model offer. 


Cesviniiamieleae of fd pws 


PE sevenawe seka~ dice 1: ear ee ee 

















HARDWARE AGE for JANUARY 23, 1930 15 









s Live Rubber 
Inner Tube 











Garden Hose 
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must have a strong wall F 


Bb... Doc Cord is a 


moulded hose with tightly twisted and 
braided cotton strands vulcanized as an 
inseparable part of its wall. It is, there- 
fore, similar in construction to the rein- 
forced concrete wall of a building. 

The high quality rubber and the supple, 
long-staple cotton cords give Bull Dog 
hose extreme flexibility, while the charac- 
ter of its construction makes it strong and 


serviceable. 





Garden hose, like most articles of util- 
ity, has developed through stages of pro- 
gression due to the perfection of new ma- 
chinery and methods. We present in Bull 
Dog Cord the type of hose which offers the 
maximum of convenient handling with a 
greatly increased lifetime. 

This is the hose to sell to florists, golf 
courses, contractors and the highest class 


of household trade. 









yp A productof THE BOS 


TON WOVEN HOSE AND RUBBER CO. 


CAMBRIDGE, MASSACHUSETTS U.S.A. 











HOSE 
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FLEXIBLE AS ROPE!" 
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Poultry Feeder 
and Fountain 






Charcoal 
Dairy Pails 


lasting 
service 


NESCO 
WARE 





Sanitary 
Poultry 
Fountains 





Seamless 


Milk Strainers Wat 
ater 


Coolers 





Seamless 
Refrigerator 
Pans 










ou 


HERE is real pleasure and real profit in selling metal 
ware that keeps customers more than satisfied. You can 
depend upon Nesco quality, and the line is complete. 






Spring will soon bring the demand for watering pots. 
Let quality be the feature of your line with Nesco. Hot 
galvanized — every edge is coated — seams filled and 
trimmings sealed. Zinc rose — non-rusting. Made in 6 
sizes, four to sixteen quarts. 










Removing the rose from the 8, 10, 12 and 16 quart sizes 
converts these sprinklers into handy automobile filling cans. 


Specify Nesco, the nationally advertised Trade-Mark. Costs 
no more. Send for copy of our new general Catalog No. 42. 







When in New York or Chicago visit our display rooms— in 
New York 200 Fifth Ave.; in Chicago 346 West Kinzie St. 


NATIONAL ENAMELING & STAMPING CO., Inc. 






Charcoal 14 Twelfth Street Milwaukee, Wisconsin Milk 
Cream Factories and Branches: Milwaukee, New York, Baltimore, Granite Cans 
Cans City, Ill., Chicago, New Orleans, Laurel Hill, L. 1., Philadelphia 


NESCO. 
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DON’T OVERLOOK OTHER 


QUALITY j 
‘Red Label 









is Yenuine 


without the 
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Demand has been responsible for the creation of this New 
FrantZ Cabinet Set No. 1181. The rapid growth in 
popularity of FrantZ glass knob Friction Catches brought 
requests from dealers for a complete cabinet set—a catch, 
hinges and all necessary screws, in a carton. 


Cabinet Set No. 1181 was designed for use on all types 
of panel doors on bath room cabinets, kitchen cabinets, 
cupboards, chests and similar storage spaces. The 3” off- 
set of its hinges makes installation on standard paneling 
simple—no mortising or cutting required. 


The coupon will bring you details and prices on the new 
No. 1181 and other fast selling FrantZ Cabinet Sets. 
Frantz Mfg. Co., Sterling, Illinois. 
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Z Yi, % UY Yy 
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TRADE MARK 


FRANTZ SETS—MAIL 


A Practical, New Cabinet Set 


“No Hardware fl 





FRANTZ Cabinet Set No. 1181 is made up of one 
glass knob friction catch, two 2 in. offset cup- 


board hinges and all necessary screws. 
complete in a fibre carton. 
gauge cold rolled steel. 
ard plated finishes. 


COUPON FOR DETAILS 


tt Fessee eee ee ee88 88 8e08ee 882888 5 





Packed 
Hinges are of heavy 
Set furnished in stand- 


FRANTZ MFG. CO., Dept. H1A, | 
Sterling, Illinois ' 
Kindly send me details and prices on the 8 
1181 and other Frantz Cabinet & 

i 
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American Steel & Wire Company 


NATIONAL ADVERTISING 
Makes All Roads Lead to Your Store 
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Zits inewtated Fences 


Steel Fence Posts 
American Steel Gates 
Protector Poultry Fence 


Union Lock Poultry 
Fence 


, f 
Banner Poultry Fences §» a} 


Poultry Netting ny 
Nails Staples 
Barbed Wire 


Wire of all kinds 
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OU can look at this Superb Tool at any 
angle and see the 

fine points of its 

Superiority 
















480 
FORGED 
TOOLS 


IN THIS 
LINE 


42 Different 

styles, sizes, 

weights and 
finishes of Nail 


Hammers. 


ESTABLISHED 
1886 


Eastern Representatives 
LIVINGSTON-COOPER CORP. 
109 Lafayette Street 
New York 


Champion DeArment Tool Co. 
Formerly Champion Tool Company 


Meadville, Penna. 
TAA TEERN OES I e 
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You don't always discover the exceptional man till the 
exceptional need arises. They all look alike from a dis- 
tance. But when the call comes for a display of resource- 
fulness, willingness, and unselfish devotion to service, he 
stands out from the pack like a giant among pigmies. And 


“NOT 6: 


ROCK FALIS. £00, U.S.A. 


rom 
Reet 
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§ 


Fan BOLE 8 Gap 


Bs, 


having found him, you keep him. His kind are rare. 


$y airplane has figured dramati- 
cally in many a business deal. In 
one case a sudden shortage of bolts, 
through the unexpected stoppage of 
one of its sources of supply, created 
an alarming situation in a great manu- 
facturing plant. The plant was organ- 
ized on so huge and delicately balanced 
a scale that failure at any point meant 
a complete halting of the production 


But there was one other source of 
supply which had never failed. And 
Russell, Burdsall & Ward had a name 
for coming through in a pinch... . 
two factors which settled the matter 
as far as the purchasing agent was 
concerned. 


He put through a call for the R. B. 
& W. plant at Rock Falls, Ill. The 
disturbed note in his voice was in 







myself in your hands!’’ were his final 
words as he rang off. 


Immediately a case of bolts was 
loaded on a truck and rushed off to 
the nearest landing field. And there a 
giant tri-motored plane, previously ar- 
ranged for, swooped down the sky, 
picked up its cargo from the truck, 
and sailed off at top speed for the 
factory... 


The production line was not halted. 





line . . . and consequent staggering itself sufficient indication of the vital The bolts arrived just before the 
losses. urgency of the case. “I am putting supply on hand was exhausted! 
Many manufacturers in many industries have “discovered” Russell, 
Burdsall & Ward through some such instance of service rendered 
in a pinch. In the R. B. & W. plants, pulling customers out of 
a tight corner has become practically a routine job. Almost daily 
they are called upon to toss a life-line to one factory or another 
... and never have they exacted a premium for the aid extended. 
That is why they stand today, as they have stood for eighty-four 
years, at the very forefront of the bolt and nut industry. 
RUSSELL, BURDSALL & WARD BOLT AND NUT COMPANY 
ROCK FALLS, ILL. PORT CHESTER, N. Y. CORAOPOLIS, PA. 
Philadelphia Chicago Detroit San Francisco Los Angeles Seattle Portland 





EMPIRE 


BOLTS & NUTS 
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ONE OF A SERIES OF ADVERTISEMENTS OF 


TO MANUFACTURERS IN BIZ LINES SK 





INTEREST 


e 





When Miions Zity Business 
is Laid Aside 


| pester the end of the business déy... 


through leisurely week ends . . . fg 
tive and worker, Kansas City opens iff 
a great outdoors. 


execu- 
gates to 


An outdoors of varied play-places Put a half hour 
or an hour distant away from th¢ city . . . fishing, 
picnicking, swimming, boating/golf, pleas- 

ant outdoor leisure . . . the sfrt of outdoors 

that keeps industry’s personnel most fit! 


Twenty to thirty minyfes from Kansas 
City’s industries are KAnsas City’s homes 

. and just a little Beyond, the outdoor 
play-places. 








Kansas City justifiably boasts these advantages 
—homes so close to work, recreation so close 
to homes. 


Industry’s executives know how important 

healthfui relaxation is. It is the super-advan- 

tage that Kansas City offers more congested 
industries .. . one advantage of many that 
industry will find here. 


And business opportunity? ... Kansas 
City has many, with existing markets, but 
little or no local manufacture. One of 


> those Opportunities may be yours. An 


‘ly inquiry will give you the facts. 
} 
‘it 


INDUSTRIAL COMMITTEE OF THE CHAMBER OF COMMERCE 


K / % AS ¢ t Y I am interested in this industry: 


MISSOURI 


Economical transportation is 
important. You can reach 15 
million people at lower freight 
cost from Kansas City than 
from any other metropolis. 








and I attach the coupon to m my letterhead as as- 
surance of my interest, without obligation, of 
course. 


Name 
Address 
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haliee THE WorLD No OTHER Hack SAW 
SALES PLAN So EFFECTIVE AS SIMONDS 


‘RED STREAK” Hack Saws, the higher quality Blades 
with the DISTINCTIVE TRADE MARK-—the RED 
ENDand the RED BACK EDGE, have 

& 










/ 
A > 





the call. They are new and better hack 
saws that are dominating the hack 
sawing field. RED STREAK 
blades are known and demanded 

by mechanics in all lines where 
quality tools are used. 


These blades are backed 
by SIMONDS near cen- 
tury experience as edge 
tool makers, extensively 
advertised and recog- 
nized by their distinc- 
tive symbols — R § D 
END for tungsten 
blades — RED BACK 
EDGE for High Speed 
Steel Blades. 


Stock this line and 
make hack saw 
profits count. 

































Order from your JOBBER 
or ask him about 
“Red Streak” now 


Simonds Saw and 


Steel Co. 
“The Saw Makers” 
Fitchburg, Mass. 


Established 1832 16 Branches 
8 Factories 





GL Sean: 





+0 


a 


we 
i 
oe 
is 
See 


iy. 











HARDWARE AGE for JANUARY 23, 1930 








. Ml 
sign your name. 


GOODELL PRATT 
No. 979 Glass Cutter 


Every tool user knows that the wheel of a glass cutter 
is what tells the whole story. This Goodell-Pratt glass 
- . 
F cutter has a honed and tested oversize wheel that cuts 
like a diamond. Every wheel is actually tested on 


glass before being shipped. 


The frame and handle is a smooth casting shaped for 
f comfort. The edge of the frame is beveled to save 
f wear on the straight edge. Three breaker notches are 
provided for various thicknesses of glass. 


The No. 979 Goodell-Pratt Glass Cutter is such an out- 
standing value that dozens of them can be sold if the 
item is given proper display. 

At the left is shown a display card 
carrying six cutters which sells in 
single lots to the dealer for 60c. Dis- 
plays of twelve are also available. 
Goodell-Pratt Company, Greenfield, 
Mass., 107 Lafayette Street, New 
York, 38 No. Clinton Street, Chicago. 
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This Display Card of Goodell-Pratt Glass Cutters Belongs on 
Every Hardware Counter 


The six-on-a-card is a real feature. Buy two dozen glass cutters and you get 
them on four cards. Spread them around the store. One in the window. 
One on the tool case. One on the wrapping counter. One in the paint de- 
partment. You'll sell more glass cutters than you thought possible and every 
sale will mean a sample of the fine tools you sell in the hands of a possible 


purchaser of other tools. 


Other Goodell-Pratt tools are: E76) ODELI: | 


Automatic Drills, Automatic 
Screw Drivers, Breast Drills, 

Bit Braces, Calipers, Electric Pp R 7% 

Drills, Hand Drills, Hack Saw , 

Blades, Levels, Micrometers. 
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Mr. Punch says, “It's as easy to cut glass as to 


Another Sales 


Producing Display 


The card below car- 

ries six No. 841 

Feeler Gauges (tap- 

ered) at $5.40 to the 

ealer or six No. 839 

. Feeler Gauges at 
$5.10 to the dealer. 
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New Year 
Resolutions... 
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Wie Ik To Reduce Stock ; : ; 


To Cut Overhead . : ; . 


One Floor Paint for Every Purpose Will 
Help Safeguard These Resolutions 
SZ 


V—_—«COWDIXON'S 


MAINTENANCE FLOOR 


PAINTS 
7. . . All Purpose 
Wood Linoleum 


Cement Concrete 
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Composition = 

For Home or Factory ) 

Paint Sales Division | 
Joseph Dixon Crucible Co. a 


b 
Jersey City OK New Jersey 
Established 1827 











MURDPHY FINE FINISHES 


Famous for 65 years among architects, master painters 
and makers of products requiring a fine finish 



































Da-Cote Enamel ‘ Brushing Lacquer 
Da-{ote Floor Enamel Linoleum Lacquer 
Da-Cote Varnish Stain Muronie Enamel 
| Quick Velvet Enamel Quick White Enamel 
| Transparent Spar Varnish Transparent Floor Varnish 
Transparent Interior Varnish 
se 
plastic W ep? m' E co Airplane Super Spar Varnish Univernish 
wate it 1 tht D MURPHY VARNISH COMPANY, Newark, Chicago, San Francisco 
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What ts 
the MODERN METHOD 


of PAINT SELLING?” 








Why 

Do Your 
Customers 
Buy 
Paint? 


Why 

You 
Should 
Sell 
Completed 
Paint 


Fobs 


Why 
Good 
Brushe 
Aid 
Paint 
Sales 





Paint is a protector, a beautifier— 
the complexion cream for all buildings. 

Your customers buy paint to deco- 
rate a kitchen table, a bed, the garage, 
the baby carriage—to satisfy their own 
pride in possessing fine-looking homes. 

They know nothing about leads, 
zincs or oils. They know very little of 
how paint should be applied. They are 
interested only in how the finished 
paint job will look. 

Explain. to the customer the fine 
grade of zinc, the quality of oils, the 
perfection of the formula in the paint 
you sell. Is the paint sold? 

Picture for this same customer a 
sparkling table, repainted, harmonized, 
colorful, arranged in his or her own 
home—a set of piazza chairs, green, 
striped with orange... cool, brilliant. 
The paint is sold. 

Sell your customers completed paint 
jobs—not merely paint in the can. Sell 
them the correct way to apply that 
paint, for that is the only way for them 
to get the results they want. Sell them 
good brushes. 

Paint in itself cannot beautify or pro- 
tect. It must be applied with a brush— 
a good brush. Then it begins its job. 

Brushes are an all-important factor 
in paint selling. They can make or 
break the name of good paint. 

The success of your paint depart- 
ment can hinge upon the kind of 
brushes you sell—for customers buy 


“Modern 

Method 
of Paint 
Selling” 


Why 
Whiting 
and 
Adams 
Brushes 
are 
especially 
made for 
the 
“Modern 
Method 
of Paint 
Selling’ 
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paint only when they get satisfactory 
results from it. Good brushes insure 
perfect results for all customers. 

Sell every customer completed paint 
jobs . . . good paint, the correct way to 
apply that paint . . . good brushes. You 
get a real profit on the paint, a real 
profit on the brush—and the oppor- 
tunity to sell more paint. 

Whiting and Adams brushes are the 
products of over 120 years of brush- 
making experience. 

They are designed for one purpose 
only—to apply good paint correctly. 

The bristles in every Whiting and 
Adams brush are selected and blended 
by an exclusive process. This provides 
the elasticity and flexibility which ap- 
plies paint smoothly. 

Every Whiting and Adams brush is 
built for one specific job. It will do this 
job perfectly for any paint customer. 

The bristles in Whiting and Adams 
brushes are imbedded in rubber by a 
scientifically developed process. They 
will not shed. 

Whiting and Adams brushes are 
quality merchandise. You sell them at 
a good profit and make real money— 
not paper profits. 

We invite you to write to us for com- 
plete information on fine brushes. 
Address your letters to Wuitinc- 
Apams Company, 700 Harrison Avenue, 
Boston, Massachusetts. Brush makers 
to the paint industry since 1808. ~ 
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te fact that a painting 
contracting firm makes a 
practice of using only the 
highest grade paints is not 
alone a guarantee of suc- 
cess. There are many other 


contributing factors. 


But when we hear of all the 
successful master painters 
who are using the modern 
Zinc Pigment (Lithopone 
and Zinc Oxide) Paints it 
just goes to prove that 
quality paint has played a 
mighty important part in 


their success. 


THE 
NEW JERSEY ZINC 
COMPANY 
160 Front St. New York 





























ERAGE TE 








HARDWARE AGE for JANUARY 23, 1930 

















1. Dries to a beautiful, 
glossless flat finish—eas- 
ily washed. For all types 
of interior painting of 
walls, ceilings or wood- 
work ... for plain flat 
or eggshell finishes, tif- 
fany, mottled, etc. 


2. Does not show brush 
marks. 


3. Mixed with a little spar 
varnish it makes an excellent 
bronzing liquid, either with 
aluminum or bronze powder. 


4, Makes excellent glazing 
liquid, or blending liquid for 
tiffany effects—because it does 
not dry too quickly. 


>. Makes a fine undercoating 
for enamel. 


G. Comes in quart and 1 gal- 
lon cans and 5 gallon drums. 
All packages equipped with 
easily-opened ‘‘Upressit”’caps. 


The new EAGLE Flatting Oil 
has these many advantages 


Sell Eagle Flatting Oil with Eagle Pure White Lead 
for the most artistic effects in all types of interior 
decoration where a flat or eggshell finish is desired 
—whether plain, tiffany, mottled, etc. 


The Eagle-Picher Lead Company, 134 N. La Salle St., Chicago 


i 


fy! 
\ oy MPLOY A GOOD PAINTER—GOOD PAINTERS USE EAGLE 


27 











HARDWARE AGE for JANUARY 23, 1930 
























































Long Mileage! 


This catalog warrants your careful in- 
spection, since it will give you a definite 
idea why your trade will appreciate 
RUBRISTO Brushes. 


The average painter wants good 
brushes, since their “longer mileage” 
means long-run economy. ‘These two 
things account for the high quality of 
RUBRISTO Brushes: (1) The carefully 
selected bristles; (2) The way in which 
the bristles are set in vulcanized rubber. 


The “split flag” of the hog bristles 
gives quality work and quick work. The 
way the bristles are set means that they 
will stay put until the bristles are abso- 
lutely worn down to the handle. 


Write for our catalog and dealer proposition 


HANLON & GOODMAN CoO. 


HANLON 342 Madison Avenue 
SPOON NEW YORK 


Registered 
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STANDARD 
For Over 70 Years 


TILLEY 
LADDERS 


Step Ladders 
Straight Ladders 
Orchard Ladders 
Extension Ladders 
Ladders for Window 
Cleaners 
Trestles 
Extension Trestles 
Extension Planks 
Toothpick Stages 
Swing Stage 
Platforms 
Scaffolding 
Interior Scaffolding 
Adjustable Jacks, 
etc. 


TILLEY 
SPRING LOCK 


Extension Ladders 





for Painters, Tin- 
smiths, Carpenters, 
Masons, Mills, 
Fire Purposes, Fruit 
Picking, Farming 
and General Use. 


Side rails of thor- 
oughly air dried, se- 
lected material. Rungs 
are selected Ash and 
Hickory with minimum 
diameter of 1 3/16 
inches. All equipped 
with rope hoist and two 
Tilley [Improved Auto- 
matic Spring Locks of 
soft malleable and cold 
rolled steel, securely 
bolted to the side rails. 














SAFE STURDY RELIABLE 


(Write for illustrated catalogue and prices) 


The John S. Tilley Ladder Co. 


Watervliet, New York. 
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THE 
TOLEDO HORSE 


is available in several sizes 
ranging from 18” to 60” in 
height. The uses in the shop, 
warehouse, factory or home 

are without number. They 
are especially convenient 
about all sorts of construc- 
tion work. 


Absolutely rigid. Will sup- 
port enormous loading 
without swaying. They 
can be used with any 
handy piece of lumber 
and require no expert ad- 

justments of any kind. 


You will be able to sell 
these horses to any 
class of trade. 


Write for Particulars 





Patent Pending 






















rully 
Collapsible 


































Attachment of frames is as The 
Note how compactly they simple as walking up-stairs. Toledo Pressed Steel 
fold up when not in use. Company 


Toledo, Ohio 








MOTOR OR ENGINE POWER 


Myers Self-Oiling Power Pumps and Water Systems are universally recognized for their 
dependability, economy and durability. They represent marked progress in power pump 
design and construction. Progress that means freedom from wear and breakage, less care and 
attention, larger volume and lower power costs than most types of power pumps. 

Motor or engine powered styles for either shallow or deep well service in sizes from two hun- 
dred to ten thousand gallons of water per hour, their range of service is far reaching. From 
small country home or summer cottage to the mill, mine or factory, they are to be found 
everywhere operating under all kinds of conditions. 

May we send you a copy of our latest catalog and complete information? 


THE F. E. MYERS & BRO. CO., Ashland, Ohio 
Ashland Pump and Hay — Works 


BP . _ LpDeant 












STARTING 
LEVER 





NBAIVA vIV 







a t 
THE REMYERS@ BRO.cU. | _—_ y 
ASHLAND.OHIO | Je 
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Pumps — Water Systems — Hay Tools — Door Hangers 
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To Help You Sell 


| o> oogre pres stessae rey 


| A BOOK OF 
- HAMMERS 
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THE PECK, STOW & WILCOX CO. 
CLEVELAND, ODIO, U.S.A. 
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Let Pexto help you sell Hammers! 

We have a fine display board with a 
hammer attached, designed for window 
or counter. It makes a very compelling 
display feature. Furnished free with an 
assortment of half a dozen Pexto Nail 
Hammers. We also have an_ attractive 
booklet, “A Book of Hammers,” showing 
the full line we can furnish. A good 
piece of sales literature! 


PRES ES 


‘ when it comes to 
Hammers! 


Concentrate on Pexto, a line of hammers in every 
practical design and size. A fast selling line of 
hammers, because of the extra quality crammed into 
them. 


Pexto Hammers have drop forged heads of Special 
Analysis Steel. Faces hardened and claws tempered. 
Claws have extra wide flare and knife-like edges 
that grip any size nail from a brad to a spike with a 
grip that cannot be denied. Every handle is turned 
from high grade white hickory. 


SRR: 


And Pexto Hammers are typical of every Pexto tool—a 
long line, a complete one, and priced to please each type of 
customer from the skilled mechanic to the home owner. 
Better still, your jobber always has Pexto tools in stock 
ready for instant shipment. Send for catalogue 26T if 
you haven’t a copy on your desk now. 





THE PECK, STOW & WILCOX CO. 


Hammer ° Wrenches 

Chisels ; Southington, Conn., Snipe 
Rasepivbeers U S A Fender and Body 
Braces o We ° mt Removing 
Pruning Shears Tools 


IT PAYS TO CONCENTRATE—ON PEXTO 
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Where Screws 


Get A Real 
Test 


The Dyer Motorcraft — a rough 
water speed runabout—is capable of 
running all season in heavy weather. 


Naturally such heavy weather per- 
formance is only possible in a hull that 
is properly designed and construc- 
ted of the best materials to withstand 
constant pounding into the waves. 


There are 4819 American Screws in 
the planking of a Dyer Motorcraft. 
They are selected to do this 
job because they stand the 
strain of rough treatment. 


You will find American 
Screws easier to sell 


TIRE WOOD STOVE MACHINE 
BOLTS SCREWS BOLTS SCREWS 


AMERICAN SCREW CO 


PROVIDENCE,R.I.,U.S.A. 


WESTERN DEPOT,225 WEST RANDOLPH ST.CHICAGO.ILL. 


Put kt Together With Screws 


” 
ed 























All you can possibly 
seek in sturdy, prac- 
tical quality, precise 
uniformity and su- 
perior finish—is em- 
bodied in the entire 
line of GRIFFIN Hinges 
and Butts. 7, 7, +7 7s 


( }RIFFIN 


Manufacturing Co 


ERIE, PENNSYLVANIA 
— “ Branch Office_, orm 


New York, 45 Warren St. 
Chicago, 555 W. Randolph St. 
Boston, 76 erymarch 
San Francisco, 703 Market St. 
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Cutlery Buyers!!! 


Unreserved Sale of 


15,000 Dozen 
(180,000) 


Famous “Electric” Brand 
Highest Quality Pocket Knives 


Jacks—Pens—Stock Knives 


Also 1000 Sets “Electric”? Stainless Tables 
By Order Electric Cutlery Co., Walden, N. Y. 


Sale 11 a.m., Tuesday, February 11th 


At Our Salesrooms 


E. Bissell & Co. 


Wholesale Auctioneers 


133-135 Greene St., New York City 


Pocket knives will be sold in case lots of 50 doz. 
each and upwards, 


Any further information desired can be had upon 
request to auctioneer 














Rivets 
Roofing Nails 
Scratch Brush Wire 








THE BRIDGEPORT SCREW CO, 
Bridgeport, Conn., U. S. A. 


Representatives: 
Milton Pray Co., San Francisco, Los Angeles, Seattle 


George E. Quigley, Detroit 
G. M. Baird & Co., Memphis, Tenn. 














FAIRBANKS 


Hand Trucks Are Backed by a Selling 
Policy as Sound as the Goods Themselves 


Once 
FAIRBANKS, 
always 


FAIRBANKS! 








Fig. A1304 


Fig. Q2183 


A type for every need. 


Write for New No. 950 Catalog 


The FAIRBANKS Company 


BOSTON NEW YORK PITTSBURGH 
ROME, GA. 


Distribution in all principal cities 














The 


Absent-Minded CONSUMER 





E comes into your <\ 
store every day. 
There are a dozen ‘ 
things which he actually ; 
needs besides the article 
for which he enters your 
store. Are you taking advantage of this potential sales pos- 
sibility, as the chain stores do, through a comprehensive display? 
Or does your customer walk out, unreminded of the things he 
needs? Modern merchandising demands display. That’s why 
Heller equipped and Heller renovated stores throughout the 
country are doubling their former business. Write for the Heller 
story—no obligation. Just pin this ad to your letterhead and 
mail—that’s all that’s necessary. 

Business 


Store 
Building Equipment 


W. C. HELLER & Co., 700 BRYANT ST. 
Montpelier, Ohio 
New York Office: 20 Vesey St., Suite 500. H-A 
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PADLOCK 
ASSORTMENT 


St 


No. 26522 


An unusually attractive assortment 
of quick selling, profit making Pad- 
locks. The 12 Locks are made of Cast 
Brass. They are displayed on a hand- 
some Red Enameled, Steel Panel, 10% 
x 13 inches, which hangs up, or stands 
on the counter. 

Order through your jobber, or direct, 
with your jobber’s name. 

List Price, $7.20 each 


The Eagle Quality Line 
Night Latches Front Door Sets 
Cabinet Locks Store Door Sets 
Trunk Locks Padlocks 

Wood Screws 


EAGLE LOCK CO. 
GENERAL SALES OFFICE 
26 WARREN ST. 
NEW YORK 
Reg. in U. S. Pat. Off. Reg. In U. 8. Pat. Off. 
Branches—521 Commerce St., Philadelphia, Pa. 
177-179 N. Franklin St., Chicago, Il. 
114 Bedford Street, Boston, Mass. 
WORKS AT TERRYVILLE, CONNECTICUT 











TIMKEN 
ROLLER BEARINGS 


Another reason why your 
customers prefer BLAIR 


Timken Roller Bearings—used on the best cars 
—backed by extensive advertising — known 
throughout the country—are one of the features 
that make Blair Lawn Mowers the choice of 
those who look for quality. 





Timken Roller Bearing Cylinder 
Five Drawcut Blades 
Sheffield Steel Cutting Knife 
Hyatt Roller Bearing Wheels 
Steel Wheel Shafts 
Dust Proof Oil Cups 
Interchangeable Parts 





Timken Roller Bearings 
Eleven Inch Drive Wheels 
Five Drawcut Blades 
Sheffield Steel Cufting Knife - 
Dust Proof Oil Cups 
Interchangeable Parts 


The Blair name spells high quality everywhere. Up- 
hold your reputation for high grade merchandise by 
selling Blair. In addition to the Hercules, Pilgrim, 
Automatic and Universal, there are other models avail- 
able which combine quality and low price. Write for 
catalog which contains complete details. 


BLAIR MANUFACTURING COMPANY 


Established 1879 


Springfield, Massachusetts 


BLAIR Drawcut 
LAWN MOWERS 
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BABCOC 














K SPRUCE LADDER 


Babcock Ladders 
are made SAFE for 


every purpose. 
Every style is manu- 
factured from clear 
air dried straight 
grained spruce with 
the full strength left 
in the lumber. 


They sell on merit. 
Order from us now. 





We pay the freight. 
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000004204. 


00004. 


0000044. 





and let the power of suggestion get to work selling 
paint. 

Suggestion can be used in many ways. Good dis- 
plays suggest the need of new paint. 

Your Chamber of Commerce should be glad to push 
a “Clean Up and Paint Up” Week, which will sug- 
gest the need of painting to every person in your 
town. 

The fourth issue every month of Hardware Age 
brings you facts and ideas about paint merchan- 
dising. 

A special section in this issue carries the advertis- 
ing messages of the foremost paint manufacturers. 
Read what other successful hardware dealers are 
doing to push paint sales. Learn how the paint 
manufacturers are willing to help you. 

Clean up and paint up your own store, put in some 
good selling displays, and let the power of sugges- 
tion roll up paint sales and paint profits. 


eo POP 
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@c ? 
o Week of 
Jan. 19th to 25th 


“The long and the Short 
of Jt 


A few years ago, people were 
satisfied with a short-range 
flashlight — one which would 
throw its beam into the corner 
of aroom. Today, however, 
they want at least two kinds of 
flashlights — one for ordinary 
close-at-hand work and another 
which will let them see what’s 
happening almost ajquarter of 
a mile away. 


{n Winchester Focusing Search- 
lights, therefore, we make both 
3 and 5-cell styles. The Win- 
chester 5-cell Focusing Search- 
light shoots its beam 1200 ft. 
—almost a quarter of a mile. 


The same sort of double de- 
mand has now sprung up in 
connection with Winchester 
Headlights. The 3-cell Head- 
lights (both Focusing and Di- 
fusing) proved so popular that 
we are also making 5-cell Head- 
lights as here described. To 
get the long end of the.bus- 
iness, handle both short and 
long-range lights and sell two 
lights where you could sell but 
one before. 














TRADE MARK 


THIS 


WINCHESTER 3-CELL HEADLIGHT 
PROVED SO POPULAR 





THAT WE NOW ARE OFFERING A 
3-CELL HEADLIGHT, TOO 





The light which fastens around the head, lights 
wherever you look and leaves both hands free, 
has met many, many needs no other type of 
light can fill. Winchester 3-cell Headlights, 
therefore, have sold rapidly wherever shown. 


We have, consequently, extended this popular 
line through the development of 5-cell head- 
lights and we now offer you four different 
styles: 


3-cell Focusing Headlight 
3-cell Difusing Headlight 
5-cell Focusing Headlight 
S-cell Difusing Headlight 


The 3-cell Focusing style gives 360 ft. range. 
The 5-cell Focusing style gives 1200 ft. range. 


Ask your jobber to show you the full range of 
Winchester Flashlights and Batteries. 


WINCHESTER REPEATING ARMS CO. 


New Haven, Conn., U. S,. A. 
New York Office and Showroom 
312 Broadway 
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THINS | 
&rKIN : 

| Silver Steel tack Saw Blades 
| AAA-Alloy Steel Hack Saw Blades 


TORII 





-—because of these facts: 
1. Directs the user’s attention to your sup- 
ply of Atkins SILVER STEEL and Tung- 
sten Alloy Blades. 
2. Presents technical advice on the proper 
blades to use for various kinds of cutting. 
3. Permits the use of its interior compart- 
ment as a stock container for giving 
quicker customer service. 
4, Connects your store with Atkins adver- 
tising. 
Atkins new Hacksaw Display Cabinet is lithographed in attractive colors 
and built for real service. A decided asset to any store that is pushing the sale | 
of Atkins SILVER STEEL and Tungsten Blades—the saws that customers want. ; 
Get particulars covering this New Selling Aid from the nearest branch i 
listed below. Cash in on the full value of our advertising to users about Atkins’ k 


SILVER STEEL Hacksaw, “The Blade with the Blue End,” and our AAA Tung- 
sten Alloy Blade. 


WRITE TODAY FOR INFORMATION 


Se) ORS RE: 
Bt nen aa ee as 


E. C. ATKINS & COMPANY teste: route roy 5 
° e Atkins Famous “Silver Steel” 
Blades. Card Carries One Dozen 


Saws. 













i 
Home Office and Factory: Indianapolis, Ind. SUDNER SPRL EVIHACKSA 


Canadian Factory: Hamilton, Ontario 


LRA: 


Branches: 


Atlanta New York Portland 
Memphis Chicago Seattle 
New Orleans Vancouver, B. C. San Francisco 
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CLEAN. CUT 
BRUSH PROFITS 


HE profits you make on Osborn 

Brushes are clean-cut profits. 
Once sold—they stay sold because 
every Osborn Brush is quality-built 
to do a good job and maintain 
customer satisfaction. 









From the complete line of Osborn 
Brushes you can make your own 
selection of profit-makers that 
especially appeal to your class 
of trade. 





Make the most of your brush 
business—sell Osborn Brushes. 
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AT THE FORK OF THE ROAD 


By LLEW S. SOULE 


vidual manufacturers must eventually choose 

either the chain or the independent channel of 
merchandise distribution, and stay in that channel. 
The sooner that choice is made the better for both 
manufacturers and distributers. 


| ) VERY day it seems more apparent that indi- 


In the broader sense, it is not a question of right 
or of morals. It is strictly a matter of business 
judgment. Chain stores and independent merchants 
are both here, and well established ; both will remain 
in the field of distribution permanently, unless re- 
placed by new and better systems. It is not even a 
case of the survival of the fittest. Both are fitted 
to perform a certain merchandising service, and 
both will survive. Make no mistake about that. 

But in the struggle to win and hold the favor of 
the consumer two entirely opposite methods are being 
used. Chain stores are using one method, on which 
the whole machinery of chain distribution is built. 
Independents are using another system, and the 
machinery of independent distribution conforms to 
that system. As.the lines become more tightly 
drawn, it becomes less and less possible for the man- 
ufacturer to make his merchandise and his policies 
conform to both systems. 


The chain system is based on mass distribution of 
quick-turning, “no service” items at a price. It is 
a perfectly legitimate basis, with a logical field of 
its own. If a manufacturer’s product is wholly in 
that class, the chain store may be his logical distri- 
bution channel. If, however, he has built up his 
business and popularized his product through the 
independent channel, he should be absolutely sure of 
his ground before he makes a change. If he does 
change, because of a genuinely logical reason, fair- 
ness demands that he do one of two things: Either 
take back the merchandise in the hands of inde- 
pendents at their cost price and turn his product over 
wholly to the chains, or arrange his prices so that 
his goods will reach the consumer at the same price 
through both channels. Since the chain policy is 
largely one of price, the latter alternative is a dif- 
ficult one. One thing seems certain. He cannot 
long continue to distribute through both channels, 
so long as one channel receives a preferential price. 


With regard to the manufacturer who produces 
a more or less complete line of merchandise, the situ- 
ation is different. Unless the whole distribution 
policy of the chains is changed, he must depend on 
the independents for distribution of his quality items 
and those requiring service with sales. Such a man- 
ufacturer cannot expect anything approximating 


real cooperation from the chains. Knowing their 
methods and policies, he has no right to expect real 
cooperation. His logical distribution channel is 
therefore the so-called independent channel. 

Here, however, the question naturally arises— 
Should he attempt to distribute his quality lines 
through the independents and give the chains his 
quick-turning merchandise of the lower price range? 
Again, it is a matter of business judgment. The 
chains will not carry his complete line. They will 
take only such items as turn quickly, and on such 
items they will demand the lowest possible buying 
price. They will put those items on display in direct 
competition with that of his quality lines, and at 
extremely low prices. They will buy those items 
from him only so long as his prices to them are lower 
than the prices of other manufacturers on similar 
items. If he plays with both channels, he must of 
necessity compete with himself. 

Meanwhile, independents who carry his high- 
grade, profit-bearing lines will be inclined to seek 
similar lines of other manufacturers, where self- 
competition is not in evidence. True the manufac- 
turer of a complete line may, by selling through 
both channels, temporarily increase his sales volume. 
Will he, however, be able to hold that volume, and 
will he be building a permanent business ? 

Should such a manufacturer turn out a part of 
his line under another label for the chain distribu- 
ters? Once morerit is a matter of business judg- 
ment. To a certain extent he will still be competing 
with himself. Since the products will of necessity 
be similar to his regular lines, eventually the fact 
that he makes them will be,an open secret. The 
final reaction may be more harmful to him than an 
out and out policy of selling through both channels, 
with the almost certain price preference to the mass 
distributers. 

At any rate, the question of manufacturers’ poli- 
cies in distribution is a very live one at this time. 
In both channels there is a growing pressure for 
clean-cut, definite policies. Every day it is becoming 
more difficult for the manufacturer to straddle the 
distribution fence. Procrastination will not remedy 
the situation. All signs point to a time in the not 
too distant future when manufacturers will be as 
sharply aligned in regard to distribution as are the 
chain distributers and the independents at the present 
time. 

Meanwhile it is well to remember that volunteers 
always receive more credit than those who wait to 
be drafted. 
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Something New in Advertising 
Profit Puller No. 34 


A New York state dealer struck a new note in ad- 
vertising recently when he used a half page space in 
his local newspapers to notify the public that he had 
discarded the use of the word “service” in connection 
with his business, and had substituted the word 
“attention.” He explained that “service” denotes the 
“performance of labor for the benefit of another” while 
“attention” is defined as “application of the mind with 
earnest consideration” ; that while “service” is simply 
a physical effort to serve, “attention” is the personal, 
human touch of earnest consideration and application 
of thought to the needs of others. With this distinc- 
tion as a basis, the advertisement advised the public 
that thereafter the store’s service would be called 
“attention,” because it merits that title. The advertise- 
ment caused much favorable comment and séveral new 
accounts were directly traced to it. 


Featuring Seasonable Goods Proves 


Profitable 


Profit Puller No. 35 


Most merchants appreciate the advantages of ar- 
ranging timely window displays of seasonable goods, 
but usually no regular plan is used and as a conse- 
quence this important matter is often neglected. The 
Spoerl Hardware Company, Hamilton, Ohio, evolved a 
plan which solved this problem in a practical manner. 

For one week of every month one of the store’s two 
windows is devoted to a display exclusively featuring 
three seasonal items having a wide appeal. One such 
display during the fall season, featured furnace dust 
catchers, hot air register shields and window ventila- 
tors. Sales of seasonable items, thus displayed, are 
stimulated to a marked degree by the method. 


Modern Windows Boost Cash Sales 
100 % 


Profit Puller No. 36 


Most merchants who are satisfied with an old- 
fashioned store front and console themselves with an 





alibi such as: “We’re,making progress and we can’t 
afford a new front” fail to appreciate the stimulating 
effect modern show windows have on sales totals. In 
addition, the public has a tendency to judge a store by 
its outward appearance, just as a man is quickly sized 
up by his clothes. 

Frey’s Hardware Co. of Ottawa, Ohio, didn’t realize 
the value of modern show windows until they installed 
a new front and completely remodeled their store about 
two years ago. Since that time this firm, which was 
established fifty-three years ago, attributes an increase 
of 100 per cent in cash sales to the more effective dis- 
play facilities provided by modern show windows. The 
windows are so arranged that an entrance of ample 
size, of the type which encourages circulation, serves 
a “funnel” and induces window shoppers to enter the 
store. 


Collecting Accounts of Touchy 


Customers 
Profit Puller No. 37 


Every store has its touchy customers—customers 
who resent receiving statements of their accounts, even 
when these accounts are long past due. An eastern re- 
tailer has hit upon a very effective method of handling 
such customers, one which extracts the check without 
pain. Instead of mailing them the regular statement, 
he mails out a special form, similar to that used by an 
auditor when making an audit of accounts receivable. 
This form reads: 


Re-Audit of Accounts. 


Dear Sir: 
I am making an audit of the books of accounts 
OE eikiscsdeawase Company, and find that your 


account on March 31 shows a balance due them of 
May I ask that you kindly advise us 
whether or not this amount is correct, using the 
form below, and the enclosed stamped and addressed 
envelope for your reply. 

Please state particulars of any differences which 
may be found to exist. 

Yours very truly. 


Rarely, if ever, does a customer take exception to 


this notice. Meanwhile it serves as a gentle reminder 
and usually brings home a check. 
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One Line of 


Paint 
Well 
Displayed 
Spells 
More 
Profitable 


Sales— 


” OU can’t sell paint,” declares 
Al Wright of the Al G. 
Wright Hardware Co, Ar- 

kansas City, Kan., “unless you put 


your paint where everybody who 
comes into the store can see that 
paint.” That’s how he emphasizes 
the factor of display. 

It’s the same old principle estab- 
lished ages ago at the ancient mar- 
ketplaces where people went to bar- 
ter under the most primitive condi- 
tions. “Show it and sell it; hide it 
and keep it.” Even so, some men 
who own stores today haven't yet 
learned it. Al G. Wright has. He 
believes in display, with all the fer- 
vor of a zealot. 

The paint customer receives paint 
service in the Wright store. First, 
the customer is asked how and for 
what purpose the paint is to be used. 
With that information, the retail 
salesman is able to advise the buyer 
just what kind of surface saver to 
buy and just how to apply it. Nat- 
urally, he sells nothing but the right 
paint for the job. 

Such service satisfies. There is a 
more or less constant parade of 
paint customers filing along the 
Wright paint counter every business 
day. Mr. Wright and his selling as- 


sistants take every possible personal 
interest in each customer and his 
paint needs. 

Their concern for the customer 
reaps its natural reward in terms 
of profitable repeat business. Not 
only is the customer sold the proper 
paint for the purpose, but he or she 
is told exactly how to prepare the 
surface before applying the paint. 

“That,” says Mr. Wright, “is like 
putting a solid foundation -under 
your house.”’ And it is. “Last, by 
no means least,” continues Al 
Wright in much the same vein, 
“have the goods after you sell 
them,” that is, keep sufficient stock 
on hand to take care of any normal 
demand. 

“We're out of it just now,” is a 
phrase that breeds little respect for 
a hardware store. Stock control 
means having enough merchandise 
as well as not having too much. Mr. 
Wright practices that kind of con- 
trol. His firm has the reputation of 
being able to furnish on demand 
almost everything that anyone might 

(Continued on page 77) 


Manufacturers’ display helps aided in making the window illustrated an effective sales 
stimulator. It was used by the Murray Co., a hardware firm, at Honesdale, Pa. 
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HE progressive hardware 

i dealer realizes that there is 

generally a woman behind ev- 
ery can of paint purchased in his 
store. For interior painting she 
comes to choose the colors herself, 
and while she may send her husband 
for garage, fence and _ exterior 
house paint, it is probable that the 
work is being done at the wife’s in- 
stigation. So it may be seen that 
an appeal to feminine interest 
through window and interior paint 
displays is highly important from a 
sales standpoint. On what this fem- 
inine appeal should be based and 
wherein it differs from a general 
appeal are facts which the hardware 
dealer should know. 

Because of her general lack of 
training along technical lines, the 
average woman is unable to visu- 
alize a mechanical process unless it 
is demonstrated concretely, step by 
step. Suppose, for example, that 
Mrs. Neeley is going to have her 
breakfast room woodwork refin- 
ished. She comes into the hardware 
store and asks the dealer how it 
should be done. He may explain 
the process as clearly as words will 
allow, but words are not always 
enough to demonstrate an absolutely 
unfamiliar method. The clearer 
way is to be able to point to a paint 
display which tells the whole story 
of woodwork finishing. | 

It might be something like this: 
Samples of various kinds of old 
finishes are set out on a table or 
counter and by each sample the 
means of preparing it for repaint- 
ing. For example, a piece of wood 
showing paint, varnish, enamel and 
shellac in poor condition is the 





center of a group which includes 
paint and varnish remover, and the 
brush to apply it (step one) ; putty 
knife or scraper to remove the soft- 
ened finish (step two) ; thinner and 
cotton waste to wash off wax left 
by the paint remover (step three) ; 
filler for open-grain wood if neces- 
sary (step four); putty for cracks 
or nail holes (step five); and a 
primer (step six). 


Tue last step is illustrated by 
cans of suggested finishes—lacquer, 
shellac, enamel and paint. Supple- 
menting this group pieces of wood 
finished in paint or enamel, stain, 
varnish, shellac or lacquer are dis- 
played with the individual process 
for preparing such surfaces for re- 
finishing in the same or another 
material. 

If the question of space is im- 
portant, a display of this kind can 
be changed weekly to illustrate a 
different process such as floor fin- 
ishing, furniture painting, wall fin- 
ishing, wall board finishing, paint 
protection of iron work, and others. 
If a store has space to spare, several 
displays can be maintained at once. 
Occasional exhibits should be put 
in the window with the steps of the 
process clearly numbered, and 
neatly printed cards of explanation 
by each step. Such a window dis- 
play is sales-getting from the mas- 
culine as well as the feminine 
standpoint. Bank window displays 
in many large cities prove this by 
the attention that comparable illus- 
trations of manufacturing processes 
receive. Any story that is told con- 
cretely is interesting. Frequently 


The hardware dealer must be able to help 
the woman customer to visualize the con- 
tents of a can of paint on the walls and floors 


and woodwork of her home. 
by a woman writer will help you do it. 


This article 
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the confusion that exists in the 
home owner’s mind as to just what 
to do about “the dirty attic, which 
really should be made over into a 
playroom for the children,” is 
cleared up by a display explaining 
the process of wall board finishing, 
and the casual spectator outside the 
store comes inside, a customer. 


"Tuer are two kinds of women 
among those who intend to have a 
room or its furniture redecorated : 
those who do not know what color 
scheme or finish they want and must 
be told, and those who know what 
they want but do not know how to 
go about accomplishing it. The 
buying possibilities of both types are 
in the hands of the hardware 
dealer. To get the patronage of 
the first, he must be an interior dec- 
orator as well as a salesman. If he 
has had no training along such lines, 
he depends upon mechanical means 
to aid him in giving color advice. 
Color cards, books on color har- 
mony in room decoration, a know!- 
edge of various finishes and as 
many stock color schemes as can be 
collected are his tools. When Mrs. 
Brown comes in and says “I want 
to have my walls and ceilings re- 
decorated, and I haven’t any idea 
what colors to use,” his first question 
will be, “What colors are your fur- 
niture and draperies?” If the ans- 
wer, for example, were dresden blue 
hangings and beige furniture, he 
might suggest shell pink walls, ivory 
ceiling, and antique green, ivory, or 
shell pink woodwork. Several ex- 
amples of wall finishes, flat, stippled, 
blended, and so on, with sugges- 
tions to fit the case help Mrs. Brown 
to make up her mind. Once it is 
made up she will decide to have the 
job done right away to see the result 
of a color scheme which, by this 
time, she is sure she planned herself. 
Of course, she buys the paint from 
the helpful dealer, and the friendly 
relation which he has established by 
his suggestions will endure. 

It would be fatal to suggest a 
color scheme to the second type of 
woman. She has already devised 
it herself and is probably very proud 
of it. What she needs is the deal- 
er’s help in carrying it out. Prob- 
ably her difficulty is that she has an 
idea of a color in her mind, but she 
cannot find its exact counterpart on 


Women who intend 
to have rooms or fur- 
niture redecorated 
comprise two classes 
which must be catered 
to differently. There 
are those who do not 
know what color 
scheme or finish they 
want, and must be 
told. There are those 
who know what they 
want but do not know 
how to go about ac- 
complishing it. 

It would be fatal to 
suggest color schemes 
to the second type of 
woman. She has de- 
vised it herself and is 
probably very proud 
of it. What she needs 
is a dealer to help her 
carry itout. Read what 
Miss Houck has to say 


about it. 


the average paint card. It is, of 
course, impossible for paint to come 
in every subtle shade, but since most 
of the shades are standard ones, it 
is probable that the one she wishes 
can be found already mixed. How- 
ever, if this cannot be done, the 
ability to tell her how to obtain it 
by tinting a standard shade will re- 
sult in securing her patronage. 
Having dealt with the woman 
who is ready to paint and only needs 
color and method suggestions to get 
started, the hardware merchant 
must consider a sales appeal to the 
woman who has not thought about 
paint. If she comes in to buy other 
merchandise, the suggestion of a 


freshly painted, harmoniously deco- 
rated store, and interesting, instruc- 
tive paint displays will help to re- 
mind her of the irritating color 
scheme in her bedroom or the dingi- 
ness of her living room, but since 
window displays are primarily 
means of getting people inside 
stores, it is here that the dealer 
makes his first and strongest im- 
pression. 


r 
Tuners is, perhaps, no surer 
way of getting a woman to think of 
paint in relation to her own house 
than to show her another which is 
more attractive. Instantly she 
makes comparisons in her mind to 
the end that she decides to do some- 
thing right away about her home in 
order to bring it up to the standard 
of the one she admires. It makes 
her discontented with what she has 
and it is such divine discontent that 
sells dresses and automobiles and 
paint. As it is impractical for the 
dealer to show her a real house, he 
can resort to one in miniature. This 
entails taste and imagination rather 
than expense, since the important 
feature is the color scheme, and fine 
workmanship need have no place in 
the construction. In fact, one made 
by a carpenter on the principle of a 
doll’s house, with back and sides 
only, would be satisfactory for 
window display. The main feature 
is to have it decorated brightly, har- 
moniously, with a feeling of charm 
which will attract the passer-by and 
suggest how much better the old 
home would look fixed up in a com- 
parable manner. Paints and paint 
processes can be subsidiary parts of 
such a display as this, the details 
being as extensive as space will per- 
mit. It is certain that the energy 
and small expense which the dealer 
will put into such a miniature house 
will amply repay him. 

To sum up the matter, the hard- 
ware dealer who will attract the fem- 
inine buying power is the one who 
is well stocked with constructive 
ammunition. To show a woman a 
can of paint is not enough. She 
must be able to see color cards, wall 
finishes, color schemes, and paint- 
ing processes, so that she can visu- 
alize the contents of that can of 
paint on the walls, floors or wood- 
work of a particular room—then 
she will buy it. 










factors has contributed to 

the progress we have made 
with our paint department, which in 
recent years has been one of our 
best and most profitable lines,” said 
P. L. Shaw, who manages the de- 
partment for the Clossman Hard- 
ware Co., 619-23 Main Street., 
Zanesville, Ohio. “Last year the 
gross sales of our paint department 
were approximately $35,000,” con- 
tinued Mr. Shaw, “which we con- 
sider a very gratifying volume. 

“We have sponsored the same 
brand of paint in our territory for 
fifteen or twenty years and it has, 
of course, established a splendid rep- 
utation locally for quality and ser- 
vice. Every consistent user of paint 
has become acquainted with the 
merits of the line and most new cus- 
tomers have at least heard the brand 
well spoken of, which at the outset 
is quite a factor in our favor. The 
sales resistance of prospects is at 
the lowest ebb when the merchandise 
is of known quality. 

“Another thing which is a big 
factor is having what the customer 
wants when he wants it. We watch 
our stock very closely and purchase 
in ample quantities to supply the ex- 
isting demand. A patron very easily 
becomes disgusted if he or she 
visits the store for painting supplies 
and finds that you are either “out” 
of the product being sought or that 
you do not carry the particular 
merchandise required. Our line is 
quite extensive and it is seldom we 
are forced to inform a paint pros- 
pect that we cannot supply the 
needed material. There is another 
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Above: A sec- 
tion of the 
paint shelving 
given over to 
the novel dis- 
play of brushes. 
This method 
always keeps the 
bristles straight 
andin good 
condition, and 
permits the cus- 
tomer to handle 
them. 
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Below: The well 

kept paint stock 

of the Clossman 
store. 


advantage of a large and complete 
stock. It makes a favorable im- 
pression on the minds of customers 
in appearance alone. We devote 
sufficient display space to the line 
that it makes an impressive appear- 
ance to store visitors. Surplus 
stock of large sized cans, such as 
half gallon and gallon- containers 
are carried in the basement. 

“In our opinion, window displays 
are the best medium for expoiting 
paint. Our largest window is used 
regularly for paint displays during 
the active selling season and in ad- 
dition, one of the small windows at 
either side of the main entrance al- 
ways features paint the year around. 
Good paint windows are of more 
importance than most dealers real- 
ize and we make it a point to use 
them consistently and effectively. 
There is a good demand for paint 
the year around and that is the rea- 
son we feature it in our windows 
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able trade for him in a city 
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every day. Passers-by are thus 
continually reminded, each time they 
pass the store, that this is the place 
to purchase the needed painting 
supplies. Of course, we supple- 
ment our window displays with 
newspaper advertising and through 
inclosing manufacturers’ circulars 
in the envelopes containing our 
monthly statements.” 


Br USHES are an important ad- 
junct to Clossman’s paint depart- 
ment and are accorded a very novel 
and effective display treatment. A 
section of the paint shelving was 
given over to a rack for brushes, 
which incorporates several unique 
and practical features. As the brush 
display case is thus an integral part 
of the paint display it is doubly 
effective. The shelves were first re- E 
moved from the section, which is ’ 
about 8 ft. long, 5 ft. high and a 
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| CLOSSMAN or ZANESVILLE 
Worth of PAINT Yearly 


Sells $35,000 


foot deep. A backing of light lum- 
ber was then constructed, painted a 
light green and its surface was then 
laid out and marked to provide for 
each type and size of brush regularly 
stocked by the store. Small iron 
rods, about a quarter inch in dia- 
meter, and 10 in. long were then 
threaded on one end. Holes were 
drilled in the backing at the charted 
intervals and the rods were inserted, 
with one nut and washer in front 
of the panel backing and one nut 
and washer in the back of the panel. 
A photograph of the brush case 
described appears in an accompany- 
ing illustration. : 

The handles of the brushes were 
then drilled with an electric drill 
and they were then placed on the 
respective rods prepared for the 


purpose. This method always keeps 
the bristles of the brushes straight 
and in good condition. Customers 
are also enabled to see all types and 
under better than the usual condi- 
tions. The first brush on the rod is 
the only one to be handled by the 
prospect and the display makes a 
good showing, which usually en- 
courages an attendant brush sale 
with every purchase of paint. It 
might seem logical to some dealers 
that some “hard-to-please” custom- 
ers would offer objections to the 
small hole being drilled in the 
handle of each brush to facilitate 
displaying. However, Clossman’s 
have never had a complaint on this 
score and it is said the method does 
not weaken the handles of even the 
smaller type brushes or detract in 


any fashion from their saleability. 

The rods accommodate about 
eight medium sized brushes and this 
feature makes it easy to ascertain 
when the stock of certain brushes is 
low. Surplus stock is carried in the 
original boxes in the usual manner, 
but the rack provides a splendid 
guide for enabling the salesman to 
order in ample time before the stock 
of any one type is completely ex- 
hausted. Tags bearing the stock 
number, size and retail price of each 
individual type of brush were tacked 
to the back of the brush case next 
to the particular rod for brushes of 
that kind. This is an aid to the 
salesman as well as a time-saver and 
enables the customer to almost 
choose the brush he has in mind at 
a single glance. 


New Clean Up and Paint Up Window Display 


A new window display is sponsored by 
“Clean Up and Paint Up”—our own in- 
dustry’s “modern crusader” and modern- 
izing agent. This display is built on 
planes and is in eleven brilliant colors 
of real paint and varnish products ap- 
plied by the new “overlay” process (not 
printed or lithographed). It is 3834 in. 
high and 57 in. wide when fully ex- 
tended. It is strongly made and adjust- 
able to any window. 

It suggests both inside and outside 
painting and varnishing, including house 
painting, floor varnishing, auto painting, 
boat painting, furniture paintng and other 
activities, which make it of the highest 
possible desirability to the dealer. 

Special imprinting with your own name 
and trademark on a label or sticker of a 
harmonizing color to cover the words 
“Modern Crusader,” thus making the 
shield read: ‘“Modernize with (your own 
brand)” at small additional cost. 

Or you can glue one of your own 
package labels over the words “Modern 
Crusader” and thus have a direct appeal 
to modernize with your own _ product. 


Space for imprint is approximately 914 
in. wide by 4% in. deep. Price for parcel 
post mailing, $1.50. (Postage, express- 
age, freight, cartage or special imprint- 
ing to be paid by purchaser.) All orders 
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for Clean Up and Paint Up Window Dis- 
play No. 7 should be addressed to Na- 
tional Clean Up and Paint Up Campaign 
Bureau, 310 East Forty-fifth Street, New 
York City. 
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A MARKET OF 
TWENTY-FOUR 


BILLION DOLLARS 


by HECTOR H. ELWELL 


HE hardware dealer and man- 

I ufacturers of such prominent 
hardware lines as_ paints, 
builders’ hardware and_ similar 
kindred merchandise which are re- 
quired in quantity when old-fash- 
ioned homes are brought up to the 
minute through modernizing should 
carefully consider the influence of 
the movement. As a general thing, 
few hardware merchants realize the 
fact that a very large and profitable 
market awaits them in the modern- 
izing field, due to the stimulus of 
several mediums which have lent 
added impetus to the movement. 
Much has been said and written 
about modernizing the old home and 
the movement through the activities 
of the Home Modernizing Bureau 


of the National Building Industries, 
Inc., has spread rapidly over the 
United States. 

Just recently the modernizing 
campaign came in for considerable 
attention as a result of the president 
of the Bureau, Adam Trieschmann, 
being invited by President Hoover 
to attend the business stabilizing 
conferences at Washington. At this 
time it was pointed out vigorously 
that building material manufactur- 
ers and dealers, as well as retailers 
of allied lines, have access to a tre- 
mendous and almost untouched mar- 
ket—the modernizing market. 

There are 12,000,000 homes in the 
United States which are said to 
need modernizing in one form or 
another. The average modernizing 
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PAINTING sup- 
plies and hardware 
comprise a large 
portion of the neces- 
sities for the mod- 
ernizing movement 
which is reclaiming 
hundreds of thou- 
sands of old homes 
inthe United States. 
Read the startling 
facts in this article. 


ae sans tthe 
ee. ie 


job costs about $2,000, and of this 


amount the hardware merchant 
should receive a goodly share for 
the required painting materials and 
hardware. The figures previously 
indicated mean that the modernizing 
market approximates $24,000,000,- 
000 or a market having potentialities 
equal to a 20-year new home build- 
ing program. While it will take 
years to exhaust such a market, now 
is the opportune time to tackle the 
job. 

It was also pointed out that the 
average age of the 20 million homes 
in the United States is 13 years. 
Hundreds of thousands of them are 
20, 25 and 30 years old. This same 
situation applies to every city and 
town in the United States. 

Here are some other interesting 
facts: Two million homes within 
central station areas are not wired 
for electricity ; 16,000,000 homes are 
wired for electricity, but in 12,000,- 
000 the wiring is obsolete ; in 8,000,- 
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000 homes the fixtures are obsolete ; 
8,000,000 bathrooms are also obso- 
lete; 12,000,000 people living in 
cities of over 10,000 population have 
no bathroom at all. 


Tue above figures will give the 
hardware merchant an inkling of 
the possibilities of the modernizing 
movement. Few merchants in other 
lines are as advantageously situated 
to profit through capitalizing on the 
idea as thoroughy as the hardware 
dealer. As a usual thing, the hard- 
ware store is in a position to provide 
the necessary tools, builders’ hard- 
ware, electric supplies, bathroom 
fixtures and much other miscella- 
neous material. With the average 
modernizing job involving an ex- 
penditure of $2,000 a sizeabe 
amount of hardware, paints and re- 
lated merchandise is entailed in each 
modernizing operation. 

At this juncture it might be well 
to suggest that the hardware dealer, 
with the aid of the manufacturer, 
find out how many homes in the ter- 
ritory of each store need moderniz- 
ing, as far as hardware and paints 
are concerned. This survey could 
be accomplished in every city and 
town in the United States by the 
more progressive dealers, who would 
undoubtedly be amply repaid for 
the efforts incurred in the survey 
through the resultant increase in 
business. 

Dealers in many localities have 
already undertaken similar surveys 


to investigate the sales possibilities 
of specialty lines, such as radio and 
the results in most instances have 
been productive of increased sales. 
A house-to-house survey is the 
usual method and a questionnaire is 
generally prepared for the special 
purpose. The questions, when an- 
swered, then provide complete in- 
formation on just what is needed 
in every home in the store’s trade 
territory. It is not difficult to real- 
ize how valuable such a list of 
prospects who actually need things 
for the home would be to the hard- 
ware merchant planning a direct-by- 
mail or newspaper campaign. In 
some communities the local chamber 
of commerce has joined hands with 
the merchants to assist in such a 
survey for the purpose of promot- 
ing business in the community. 


‘Tie dealer and manufacturer 
may be interested in knowing that 
the Home Modernizing Bureau at 
all times is busy promoting their 
interests. The Bureau produces a 
news service which appears in news- 
papers having a combined circulation 
of over one million, which is said to 
mean about five and one-half mil- 
lion readers. Hardware and paints 
are frequently mentioned in this 
news service, which points out the 
prominent part such materials play 
in modernizing the old home and 
explains the procedure of moderniz- 
ing and the advantages that lie 
therein. In addition to this the 


Bureau publishes a magazine, 
known as the Home Modernizor, 
in which all members of the build- 
ing industry are given considera- 
tion in interesting articles and illus- 
trations. 


Ar this particular time, because 
of the activities of President Hoover, 
looking toward business  stabiliza- 
tion, may be an opportune time for 
the hardware interests to awaken to 
the possibilities in this new field. 
By so doing they can not only reap 
the benefits of much new business 
in old homes, but can perform a 
patriotic duty in helping the Presi- 
dent and do a national civic act in 
helping to rebuild cities, make more 
convenient, comfortable, happier 
homes, higher property values, more 
employment and greater national 
wealth. 

Here is what Secretary of Com- 
merce, R. P. Lamont, recently said 
in regard to the modernizing move- 
ment: “The President’s conference 
with industrial leaders has stressed 
the national importance of a sus- 
tained volume of home repairs and 
alterations. Winter is ordinarily a 
dull season in the building trades, 
when skilled services are readily ob- 
tained. Home owners should find 
this an opportune time to go ahead 
with improvements which add to 
comfort, appearance and value.” 

This was a call to the home owner 
to put his house in order at a time 
when it will benefit the entire nation. 








Exports of Paints, Lacquers, Varnishes From U. S. Grows 


The following tabulation indicates the comparative 
exports of paint items for corresponding ten months’ 


Varnishes : 


period of 1928 and 1929. On account of changes in 
export schedule placed in effect at the beginning of the 


present year, it will be noted that some items appeared 
in different classifications, therefore comparative figures 


Enamel paints, gal 


WIRE cate oro ar alia le aia aniiors Riaeso eevee Reels 361,182 $643,353 
ae Be ae eee rer eee 347,576 499,132 
7-10 months, 1929— 

Quantity Value 

Roofing paints (liquid or plastic), gal...... 1,191,217 $703,399 


Da I eg Ad 601,764 1,534,217 


: . Nitrocellulose (pyroxylin), gal............. 204,215 695,226 
are not available: PENSE ACES RO 6 5.5 oi s.s's cic aisisjcneinisinescies 269,838 732,703 
710 months, 1928 —Kalsomine or cold-water paints,-Ib.......... 6,428,943 363,973 

Quantity Value Ship-bottom paints, anti-corrosive and anti- 
Roofing paints (liquid or plastic), gal...... 1,212,744 $620,159 POUR 5.2 basic octncrenses 60,265 107,633 
Enamel paints, gal.........0sscscccsecee 529,144 1,318,684 Other ready mixed paints, gal............. 2,662,545 4,944,532 
ee Ret et An ee 472,832 1,148,807 Paste paint (ground in oil or Japan), Ib... .1,388,310 298,662 
Ship-bottom paints, anti-corrosive and anti- Stains and other paints, Ib.................. 3,340,692 736,529 

oer eRe eee eo 51,246 102,874 Varnishes: 

Other ready mixed paints, gal.............. 2,190,391 4,283,125 CO SE a Ee 447,949 740,248 
Stains, paste paint and other, Ib.......... 6,799,786 1,301,585 RUE ONES os vik vic acid oviedactavaacwedcaes 308,456 421,919 
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Spray-Painting Outfit 


An electrically driven spray-painting out- 
fit has been announced by the DeVilbiss 
Co., Toledo, Ohio. It includes an air com- 
pressor and motor in one unit. 

The outfit is quite compact and is of 
light weight. The specially designed air 
compressor and 1/5 h.p. universal electric 
motor which drives it weigh but 5% Ib. 
The weight of the spray gun is 1% Ib. 

The high air pressure produced by the 
powerful little motor, and the advanced 
design of the pressure feed spray gun, 
produce a complete fine atomization of the 
material and assure the superior results 
achieved by big capacity outfits, says the 
company. The easy adjustment of the air 








cap of the gun enables the operator to 
atomize any of the various paints, lac- | 
quers or materials that may be in use. 

Two air caps give a choice of round 
spray or a full fan spray several inches | 
wide. It will also spray insecticides and 
disinfectants effectively. The pint size glass 
container has standard Mason jar thread. 

The gun body and compressor housing 
are of high-grade aluminum alloy. Nozzle 
caps, fluid tip, valves and other parts are 
of brass, nickel-plated. Any 110 volt elec- 
tric socket will supply the necessary power. 

The complete unit consists of the DeVil- 
biss type GT spray gun, rotary compressor 
with switch, 15 ft. of air hose and connec- 
tions, 10 ft. extension cord and plug, and 
brass wire for cleaning. 





Denver Dealer Rents Sprayers 
and Increases Lacquer Sales 


Lacquer sales have been materially in- 
creased in a Denver, Colo., store since the 
proprietor started to rent spray guns to 
his customer. Three types of sprayers are 
offered: a hand-operated machine, which is 
loaned without charge; a foot pump ap- 
pliance, rented at 50 cents a day, and an 
electrical sprayer, which rents for $1 a day. 

Since the three sprayers were first rented, 
they have more than paid for themselves. 
The only expense involved was the sup- 
plying of new paint containers when some 
customers had failed to clean out the jars 
properly. The old containers are saved 
until a customer desires to apply lacquer 
of the same-shade as that which was pre- 
viously used. 


The dealer reports that when a customer 
spills lacquer or paint on the sprayer, a 
new coat of orange lacquer is applied be- 
fore the appliance was again rented, thus 
keeping the sprayers always attractive in 
appearance. 





Pratt & Lambert Hold 80th Anniversary Convention 


About 225 sales representatives, execu- 
tives and managers from all parts of the 
United States and Canada, attended the 
80th Anniversary Convention of Pratt & 
Lambert Inc., in Buffalo, N. Y., January 
7th, 8th and 9th, at the Hotel Statler. 

After registering the men were trans- 
ported to the Buffalo plant, where a com- 
plete inspection was made. Upon return- 
ing to convention headquarters, the group 
photograph reproduced below was taken. 
In his address of welcome which opened 
the cenvention, President A. D. Graves 
mentioned the great possibilities 1930 offer- 
ed, not only for the paint and varnish in- 
dustry, but for business in general. Mr. 
Graves said: “There was a_ perceptible 
lessening of business during the last half 
of 1929, which was more pronounced dur- 
ing the last quarter. At present a much 
better feeling is apparent and our represent- 
atives from all sections of the United 
States and Canada are highly optimistic 
concerning business for the coming six 
months.” 

Following Mr. Graves, H. E. Webster, 
Senior Vice-President and Secretary, spoke 
on the business forecast for 1930. Other 


| speakers for the afternoon session were: 
R. C. Stark, Production Superintendent, 





’ 


whose topic was “Making a Quality Line.’ 
L. M. Winslow, Comptroller, talked on 
“New Money.” W. R. Fuller, Technical 
Director, spoke on “Our Laboratories at 
Work.” 

R. W. Lindsay, Treasurer and General 
Sales Manager, opened the business session 
Wednesday morning, with a very interest- 
ing talk on “Our Plans and Prospects.” 
Mr. Lindsay stated that the public is style 
minded today and style includes color. 
Following Mr. Lindsay’s address W. P. 
Werheim, Vice-President and Advertising 
Manager, spoke on “Blazing the Trail To 
Sales,” in which the importance of adver- 
tising to sales was discussed., Mr. Wer- 
heim emphasized the value of the familiar 
trade mark “61” and the name—Pratt & 
Lambert as possessing a value incalculable 
to the Company. 

H. S. Prescott, Resident Manager, New 
York City, opéned the afternoon session 
with a thorough discussion of the Red 
Seal line and its value to the dealer. G. M. 
Breinig, President of the Wagner Paint 
Co., Kansas City, Mo., discussed the same 


| the Hotel Statler. 





subject. T. W. Murphy, Manager of In- 
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dustrial Sales, talked on the work of his 
department. J. F. Maycock, Manager For- 
eign Sales and Railway Sales, spoke on 
Export and Railway Sales. 

W. C. Woodward, Manager of Architec- 
tural Service Department, Chicago, opened 
the Thursday morning session with a dis- 
cussion on “Our Great Opportunity—The 
Architect.” C. D. Sproule, Resident Man- 
ager, Chicago, and W. A. Alpers, President 
of the Cleveland Paint & Color Co., spoke 
on “Building a Business With the Painter.” 
J. G. Schroeder, Sales Manager, Chicago, 
opened the afternoon session with a talk 
about “The Automobile Refinisher.” Other 
speakers for the afternoon were C. W. 
Brown, Assistant Sales Manager, New 
York, who spoke on exploiting a new 
field and A. E. Hay, Manager, Canadian 
Sales Department, discussed the “It” in 
selling. 

The convention closed with a banquet at 
President A. D. Graves 
acted as Toastmaster and introduced a 
number of the men who gave short talks 
on the relationship with the Company. A 
program of entertainment, consisting of 
professional talent from local theaters fol- 
lowed the banquet. 
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New CAatALocs x 
DEALERS HELPS 
































Vichek Tool The complete line of 


Catalog No. 12 drop forged mechan- 
ics’ hand tools which 


The Vichek Tool Co. produces in its 
Cleveland, Ohio, plant is illustrated and 
described in the recently issued Catalog 
No. 12. Wrenches and wrench sets, ham- 
mers, cold chisels, punches, screw drivers 
and tool kits are especially well presented 
in this loose-leaf book. The illustrations 
and the brief, concise descriptions aid 
the dealer in selecting Vichek drop forged 
tools. 


‘Asphalt Through “Asphalt Through 
the Ages” the Ages” is the title 
of a most interesting 
booklet which the American Asphalt 
Paint Co., 844 Rush St., Chicago, IIl., 
has prepared within recent weeks. It 
graphically tells the history of asphalt 
from ancient Egyptian days until the 
present time. The booklet is. illustrated 
throughout and presents in a most inter- 
esting manner the high qualities of as- 
phalt when used as a preservative paint. 


Catalog No. 29 Catalog No. 29 has 


on Bernard Line recently been issued 
by The William 


Schollhorn Co., New Haven, Conn., cov- 
ering the general hardware and mill sup- 
ply numbers of the company’s line of 
tools. Among the items in the “Ber- 
nard” line, as illustrated and described 
in this catalog, are pliers, punches, but- 
ton setters, eyelet setters and punches, 
belt punches and cutting pliers. 


Basketball Book The Converse bas- 


for 1929 Ready ketball year book for 
1929 has been recent- 


ly published by Converse Rubber Co., 
Malden, Mass. This most interesting 
publication reviews the records of lead- 
ing collegiate, scholastic and industrial 
basketball teams, as well as giving side- 
lights, rules and helpful information re- 
garding the game. The company’s line 
of basketball shoes is also mentioned, but 
the book is primarily a handbook pub- 
lished in the interests of better basket- 
ball. 


Catalog No. 3 on 
Rixson Improved 
Mechanisms in 
Builders’ Hardware has been issued by the 
Oscar C. Rixson Co., Chicago, Ill. It is 
dated January, 1930, and supersedes all 
previous issues from this company. Each 
item described is illustrated with an easily 
understood working drawing, and where 
necessary two and three such drawings ex- 
plain the working principles of the device. 
Practically all models are pictured in use. 
There is also considerable data of a tech- 
nical nature which will assist dealers and 
their customers install the builders’ hard- 
ware items listed. The catalog covers va- 
rious special hinges, special bolts, floor 
checks of various types, garage door hold- 
ers, friction stays, casement specialties, etc. 


Rixson Builder’s 
Hardware Catalog 


Kingsbury Toy = The many toy items 
Catalog Mailed produced by Kings- 
bury Mfg. Co., Keene, 
N. H., are shown in a new catalog which 
the company has sent to the trade. 
Among the motor-driven toy items illus- 
trated and described are fire engines, 
roadsters, trucks, airplanes, racing auto- 
mobiles, tractors and trolley cars. 


Catalog Issued Information which 
for Shippers is necessary for the 

successful operation of 
shipping departments is contained in 
“Shipper’s Handy Helper,’ a new cata- 
log produced by Diagraph Stencil Ma- 
chine Corp., 2915 Clark Ave., St. Louis, 
Mo. In addition to metric conversion 
tables, suggestions for packing, number- 
ing, care of stencils, etc., many of the 
company’s stencil accessories are shown. 


Daisy Gun Daisy Manufacturing 
Catalog Sheet ©°., Plymouth, Mich., 

has recently printed a 
catalog sheet for 1930. It features the 
new Daisy Pump Gun No. 25. Other 
Daisy guns are shown in this folder. 
Bulls eye steel shot is also described and 
illustrated. 


Iver Johnson A new folder devoted 
Bicycle Folder © the bicycles which it 

manufactures has been 
issued by Iver Johnson’s Arms & Cycle 
Works, Fitchburg, Mass. This folder 


Available from Manufacturers ———— 


illustrates in color, describes and gives 
prices on many types of bicycles, veloci- 
pedes and Juniorcycles. It has been is- 
sued as a supplement to the company’s 
regular bicycle catalog. 


South Bend ‘Trade Catalog No. C77 


Bait Catalog has been issued by the 
South Bend Bait Co., 


South Bend, Ind., covering its wide line 
of fishing tackle. A feature of this book 
is the insert pages with illustrations in 
brilliant natural colors. The catalog has 
113 pages, a flexible cover and is pro- 
fusely illustrated. 


“Nine Men and 
One Woman” is 
the title of an in- 
teresting pamphlet recently published by 
The Standard Electric Stove Co., Toledo, 
Ohio. It tells of sales records made by 
nine salesmen and one sales woman. 


Standard Electric 
Stove Pamphlet 


Continental Screen The Continental 
Issue Distribution Screen Co., De- 


Car Service troit, Mich., has 
issued a_ circular 


describing its Distribution Car Service. 
Through this service, jobbers’ orders 
foreach town or city are combined in 
one distribution car, under a free de- 
livery plan. The service covers 660 
cities and towns in practically every 
part of the country. 

Under this plan wholesalers save the 
expense of handling warehousing and 
trucking bulky screen goods, as_ well 
as other expenses. 

Retailers, instead of paying local 
freight from jobbers’ stocks to destina- 
tion, receive the goods delivered free 
of charge at the nearest distribution 
point. The plan also insures the deal- 
er receiving new, clean, fresh stock 
direct from the factory, with only one 
handling, although the orders are placed 
through the wholesaler as usual. 

The circular contains full details of 
the plan, with information of closing 
date on distribution cars. 





WAR AND 


DISCIPLINE 


By SAUNDERS NORVELL 


3ritish Army in the front line trenches the 

greater part of the war. He has just written 
his autobiography under the title ‘““Good-by to All That.” 
Probably most of us have read “All Quiet on the 
Western Front,” written by a German private. This 
German book gives in a very stirring and interesting 
way the personal experiences of a German private. The 
hero of this book was killed just before the armistice 
and the communique, on the day was “all quiet on the 
western front.” 

The book by Graves, however, was written by a 
trained British officer. It gives this officer’s impressions 
of how things were handled from the angle of efficiency 
and strategy. Captain Graves in this autobiography has 
not hesitated to express himself very frankly on many 
subjects. I have read a good many war books, and it 
seems to me that this book gives a better and more 
accurate picture of conditions than any other book I 
have read. In the end, Graves was severely wounded 
and sent back to England. Of course, the greater part 
of this book is tragic, but at the same time throughout 
his pages Graves shows that he has a fine sense of 
humor. Possibly this sense of humor kept him going 
through those tragic days. 


R corti GRAVES was a young officer in the 


I AM writing this article from memory, without any 
notes. Some of the comments of Graves on various sub- 
jects are well worth remembering. For instance, he 
discusses the question of discipline. At various times 
he was connected with several different regiments at the 
front. The discipline in some of these regiments was 
exceedingly hard, in others it was easier. He believes 
that while the discipline at times was irritating, the troops 
that were subjected to the hardest discipline made the 
best showing in action. There are several reasons for 
this. Naturally, in a physical way, troops that were 
trained constantly became very hard. They were in 
good physical condition. Strange to say, Captain Graves 
states that life in the trenches, taken upon the whole, 
with a lot of exercise out in the fresh air, was a very 
healthy existence. That is, it was healthy if you were 
not killed or wounded. He also states that if troops 
were well disciplined and trained, when they went into 
the confusion of action and their officers happened to be 
killed off, the units that were left, even if they were 
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scattered, from force of training or from habit as a 
result of the training, would function very well even 
without any officers to command them. On the other 
hand, he says that in the regiments where discipline was 
lax and the troops were soft, when they went into battle 
their lack of training led to a great deal of confusion. 
As a matter of fact, all through this book uncon- 
sciously Graves stresses the importance of training and 
discipline. He tells one tragic story of where plans were 
all laid for an attack. He describes in detail all the pre- 
liminaries, the bringing up of the troops and ammuni- 
tion. In this particular attack it was decided to use gas. 
Now, states Graves, these gas men were not regular 
trained soldiers. They were chemists and chemical pro- 
fessors from colleges and laboratories. The gas tanks 
were all brought to the front and properly disposed of 
and used. Of course, he states, the Germans knew 
everything that was under way and they were prepared 
to check the attack. The plan was to first use gas on 
the enemy trenches for forty minutes, then following the 
gas would be an artillery barrage. At the end of the 
barrage the British soldiers in the front line trenches 
were to “go over the top” and attack with bayonets. 


if HEN he describes what happened. In the first place, 
instead of having a breeze blowing from the English 
trenches over the German trenches to help carry the 
gas, it was absolutely a still morning. There was no 
wind whatever. However, when the time came to start 
the gas attack orders had to be carried out. Then it was 
found that the various gas tanks needed a different size 
spannér, and the chemists did not have the right sizes. 
He describes these chemists rushing from one tank to 
another trying to find the right sizes to open the gas 
tanks. This, of course, led to confusion. Finally,-how- 
ever, many of the tanks were opened, but the gas in- 
stead of blowing over toward the enemy trenches, being 
heavier than air, simply settled down into the English 
trenches. In other words, the English found themselves 
being gassed in the trenches from their own tanks. This 
situation, of course, was impossible, so the British of- 
ficers without waiting the necessary forty minutes were 
forced to give orders to “go over the top” and attack 
the enemy. As soon as they appeared in the open the 
Germans opened fire with machine guns, rifles and artil- 
lery. Men were mowed down on all sides. Then to 
make matters worse, at the end of the first forty minutes, 
according to plan, the British artillery in the rear laid 
down and barraged on the German trenches, and this 
artillery fire from the British guns killed off hundreds 
of the British soldiers. 

This engagement was simply a feint. The main en- 
gagement was to take place far to the right. In other 
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words, this regiment in which Graves was an officer was 
simply a sacrifice. He describes the carnage which took 
place and his description is enough to make a pacifist of 
anybody. The losses on the part of the British were 
terrific. The majority of the officers in the regiment 
were killed and wounded. 

Two of the junior officers finally went back to head- 
quarters to report to the senior officers. When they ar- 
rived, wounded, hungry, covered with sweat and dirt, 
they were shown into a room where two prominent 
English generals were eating veal pie and drinking 
whiskey. The first junior officer saluted and reported 
conditions. The generals listened but did not offer him 
a chair, did not offer to shake hands, did not offer any 
sympathy, nor did they offer any veal pie with a drink 
of whiskey. This junior officer, having reported, saluted 
and stepped back. 


_ 


HEN the second junior officer made his report and, 
having finished, he saluted, reached over the table, took 
a large piece of veal pie and proceeded to eat ravenously. 
Then he grabbed the bottle of Black and White and 
poured himself out a good stiff drink and drank the 
whiskey in the presence of his superiors. The senior 
officers gazed at him in astonishment. They were too 
surprised to make any remarks. Having finished his 
meal the junior officer saluted and retired. Now, states 
Graves, this was not right. Junior officers were not sup- 
posed to sit down and eat with generals. That was 
contrary to the grand military idea, and strange to say, 
Graves expresses the belief that these military ideas in 
the end did good. It stopped the development of en- 
larged craniums. . 

In another part of the story he tells where he was 
transferred from one regiment to another. He reported 
to his superior officer, whom he found sitting at a table 
writing a letter. This officer glanced up and said: “How 
do you do?” and proceeded to write the letter, allowing 
Graves to stand at attention in front of him. When he 
had ‘finished the letter this officer glanced up and then 
told Graves where to go. There were no greetings, no 
welcomes, and no handshaking. Remember, Graves was 
not a private but at that time was lieutenant. Still, 
Graves states, he thought this kind of discipline was a 


good thing. It hardened the men. It cut out all senti 
mentality. 

One thing amused me in this book and that was the 
contempt in which the regular army men held the officers 
of the militia. It reminded me very much of business: 
how the old employees are like the regular army and 
how standoffish they are with the new recruits. Poor 
old human nature is just about the same wherever you 
find it. 

Graves tells a very human and pitiful story of a 
young fellow from the Island of Jamaica. His father 
and one of the senior officers were personal friends of 
many years. This young officer was placed under his 
father’s old friend. There was a good deal of affection 
between the older man and “Jamaica,” as the men all 
called him. On the tragic day when the gas was turned 
on without any wind, young “Jamaica” had been placed 
in charge of a battery by his father’s friend. During 
the battle the older man was fatally wounded. “Jamaica” 
happened to see him fall. Leaving his battery to take 
care of itself he picked up his elderly friend in his arms 
and started to carry him to a dressing station. Another 
officer coming up told “Jamaica” to drop his friend and 
get back to his battery. A battle was no time for 
friendships. Handling that battery was of more im- 
portance than carrying an elderly general back to the 
hospital. Before the day was over young “Jamaica” 
himself was killed. 

Such is warfare. If you really wish to read a book 
that has the appearance of a real effort to tell the truth 
about conditions at the front, I recommend this book of 


Robert Graves. 
* * * 


Some of my correspondents tell me they like my ar- 
ticles best when I do not write about business. This 
reminds me of once upon a time when I was a member 
of an artists’ guild. When I was among the artists they 
all called me a business man, and I remember at this 
time when I was among business men they insisted on 
claiming that I should never have been in business but 
should have been an artist. So in these articles I try to 
give my readers a little variety. One week I may write 
about cut prices and the next week I may write about 
art. Just pay your money and take your choice! 


. 
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cards that are 
easily produced 
by the use of the 
speed pen. The 
gray borders are 
brushed on and 
help to make 
them effective. 











ETTERING with the Speed Pen 

LE actually revolutionizes the 

knack of lettering. The three 

sizes Nos. 1, 2, 3, round bill will be 

found ample for the general need of 

window and store price tickets and 
show cards. 

Plain Egyptian lettering requires 
no inborn artistic ability to produce 
any more than learning to write 
your own name for the first time. 
The letters H, I, J, K, L, M, N, 
illustrated herewith require but five 
different basic strokes to produce 
the seven letters. These five prac- 
tice strokes are illustrated at the 
bottom of plate. 

It is only a matter of PRACTICE 
and following closely the direction 
of each stroke as the little arrows 
and numbers indicate. By a little 





concentration and practice the hand 
will become trained to properly con- 
nect the basic strokes that form the 
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THE 


SPEED 
PEN 


for Easy Rapid 
LETTERING 


by JOSEPH 
BERTRAM 
JOWITT 


perfect letters. To manipulate the 
brush naturally requires much more 
practice than does the speed pen be- 
cause the beginner must learn first 
of all just kow much color the 
brush should carry also how much 
pressure is necessary to keep all 
strokes uniform. The speed pen 
does all this mechanically for you. 
Again the brush differs from the 
pen in that it has to be flattened out 
each time it is dipped in the ink by 
shaping it fan shape so it will al- 
ways keep a uniform sharp chisel 
edge for single stroke lettering. 

The Speed Pen requires but one 
dipping in the ink for several words, 
it will not spread under ordinary 
pressure and keeps all the strokes 
uniform in width. 

When a small amount of lettering 
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is to be done pour a small amount 
of ink from the bottle into a spoon, 
you will then be able to keep it 
diluted to the proper working con- 
sistency without diluting the whole 
contents of the bottle. To obtain 
the best results with the speed pen 
use a smooth surface cardboard for 
lettering. The card should be kept 
squarely on the table or desk slight- 
ly to the right. Always dip the pen 
deep enough to fill the reservoir and 
be sure to touch the underside of 
the round bill of pen on the edge 
of spoon or container to drain off 
any surplus ink. Pens must be 
clean at all times to work properly. 
If ink is left to dry in them soak 
them in water a few minutes before 
using again. While lettering re- 
member to keep your entire forearm 
on the desk. 

Another great advantage of these 
Drawlet pens is that they may be 


1f— SAN 


turned upside down to do script or 
very small lettering. 

This is the second installment on 
the Egyptian Speed Pen alphabet. 
They are known as the square let- 
ters. The next installment will treat 
on the round letters O, P, Q, R, S, 
capital and lower case. 

In writing show cards it is not so 
much the exactness of detail in 
forming each letter and numeral as 
it is the effect the show card pro- 
duces when finished. Legibility 
should be the keynote. The next 
important point to consider is the 
lay-out. Leave plenty of open space 
with as wide a margin or border 
as the reading matter will permit. 
Try and write the reading matter 
for your show cards like you would 
a telegram, leaving out all unneces- 
sary words. 

For all lettering up to three inches 
in height the speed pen has the ad- 


vantage over the brush. It will do 
the same amount of work in less 
than one-half the time required by 
the brush and the effect is equally 
as striking. 

In laying out a show card be sure 
to rule off the margin first, next 
draw a line down through the cen- 
ter to help you center your card and 
divide the words equally. Next rule 
off your guide lines the height of 
lettering then make a rough pencil 
sketch of the lettering, not an out- 
lined drawing but a single faint line 
formation of each letter, if any line 
of lettering takes up too much space 
rub out the pencil lines and try it 
again or until it is wholly within the 
proper allotted space. 

One of the most important things 
to remember is to keep the bill of 
the pen FLAT on the surface while 
working, resting the forearm and 
wrist joint on the card. 


Pra ctice 
Strokes 





Difficulties Confronting Certain Type Stores in Small Towns 
Brought Out in Recent Study 


A STUDY has recently been com- 
pleted by the Michigan State 
College cooperating with the Depart- 
ment of Agriculture to determine the 
types of services and stores which 
trade centers of the smaller sizes of- 
fer in the State of Michigan. Such 
a study, even though pertaining to 
only one State, is of interest and 
value because it shows at once the 
difficulties confronting any new type 
of service or store in a town which 
is too small to support it. In this 


: 

Population group ~~ ie S 
5 = 4 

2 Q Q 
Ft. Pct. 
4.501-5,000 ...... 5 100.0 100.0 
4,001-4,500 ...... 6 100.0 100.0 
3,501-4,000 ...... 5 100.0 100.0 
$:001-3)500' 5.6.65. 6 100.0 100.0 
2501-3000 2.256 8 100.0 100.0 
ZOOTZ S00. 6.25.0 17 94.1 70.5 
1501-2000 ........55 24 95.8 83.3 
£001-1,500 2.5.5. 55 96.3 74.5 
501-1000 sos.065 99 87.8 43.4 
Pee estar 128 78.1 16.4 


study, towns of 5000 population and 
under were studied and were broken 
up into 10 principal groups, segregated 
by size. 

Towns with between 4,501 and 5,000 
population all had drug, dry goods, 
furniture, general, grocery, hardware, 
jewelry, men’s clothing, millinery and 
shoe stores, but only 60 per cent of 
them had variety stores and only 40 
per cent women’s clothing stores. On 
the other extreme, 78.1 per cent of the 
towns between 1 and 500 population 


Type of Store 


2 N 

= cy) & 3 & 

3 S N S = 

& S & x |OCS 
Pet. Pet. Pct Pet Pct. 
100.0 100.0 100.0 100.0 100.0 
100.0 100.0 100.0 100.0 100.0 
100.0 100.0 100.0 100.0 100.0 
100.0 50.0 100.0 100.0 100.0 
100.0 75.0 100.0 100.0 100.0 
82.3 76.4 100.0 100.0 94.1 


83.3 666 100.00 1000 91.6 
92.7 709 98.1 96.3 89.1 
67.6 848 90.9 84.8 51.5 
47.6 867 70.3 797 - «211 


had drug stores; 16.4 per cent, dry 
goods; 47.6 per cent, furniture; 86.7 
per cent, general; 17.3 per cent, 
grocery; 79.7 per cent, hardware; 
21.1 per cent jewelry; 11.7 per cent, 
men’s clothing; 26.5 per cent, milli- 
nery; 20.3 per cent, shoes; 10.9 per 
cent, variety, and 2.3 per cent, 
women’s clothing. 

The table below gives the per- 
centage of towns in different popula- 
tion groups which have these various 
types of stores in Michigan: 


—« = “2D 
48 = % = g 3 
ee S&S § &§ SF 
aa a YS RS 
Fet. Pet, Pet. Pet. Pet. 
100.0 100.0 100.0 60.0 40.0 
100.0 100.0 100.0 100.0 16.7 
100.0 100.0 100.0 60.0 20.0 


100.0 100.0 100.0 100.0 16.7 
87.5 87.5 100.0 100.0 125 
70.5 70.5 94.1 70.5 17.6 
62.5 70.8 75.0 75.0 4.2 
74.5 78.1 89.1 56.5 5.4 
35.3 S20 59.5 Sto 3.0 
1t7 26.5 20.3 10.9 as 

—Trends and Indications 
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Plans for Leipzig Trade Fair Are 


Arousing Buyers’ Interest 


Preparations for the annual Leipzig 
Spring Fair, an event which yearly attracts 
3000 American buyers to Leipzig, Germany, 
are being made and announcements con- 
cerning the trade exhibit have created con- 
siderable interest among hardware whole- 
salers and retailers. 

The Leipzig Spring Fair of 1930 will be 
presented in three divisions. The General 
Sample Fair will be held on March 2 to 
8; the Textile Fair and Sporting Goods 





Fair, will occur on March 2 to 6, while | 
the ten days from March 2 to 12 inclusive | 
will be devoted to the Great Engineering | 


and Building Fair. 

It is said that 10,000 individual exhibits 
from 24 countries draw 185,000 buyers to 
the Fair every year. Thirty-nine buildings 
are required to house exhibits of textiles, 
ceramics, toys, glass, sporting goods, leath- 
erware, musical instruments, cutlery, jew- 
elry and hundreds of miscellaneous articles 
in the General Sample Fair. Seventeen 
exhibit halls are filled with 


industrial | 


machinery and machine tools, transporta- | 


tion and conveying equipment, power and 
transmission engines and electrical instal- 
lations. Two buildings are given over to 
construction and road building machinery, 
building material and equipment. 
chines are shown in operation under actual 
working conditions. 

The American Express Company has 
arranged a conducted tour to the Spring 
lair. For the convenience of foreign buy- 
ers the Fair management has arranged 
many services which add to the comfort of 
the trip and assist in assuring the visitor 
of a productive and pleasant journey. Ad- 
ditional information will be gladly for- 
warded to any member of the hardware 
fraternity, upon requests addressed to the 
American headquarters of the Leipzig 
Trade Fair, Inc., located at 11 West 42nd 
St., New York City. 





Saddlery Hardware Industry 
to Confer on Trade Practice 


Manufacturers of saddlery 
products representing between 75 and 80 
per cent of the output of the United States, 
have been authorized to hold a trade prac- 
tice conference under the auspices of the 
Federal Trade Commission. While a time 
and place have not been determined, it is 
likely that the meeting will be held in 
Washington. Chairman Garland S. Fer- 


All ma- | 





hardware | 


guson, Jr., of the commission will preside. | 
Applicants for the conference have plants | 


in such cities as Cleveland, Cincinnati, 
Buffalo, Milwaukee, Canton, Ohio, Chat- 
tanooga, Tenn., Evansville, Ind., 
3ritain, Conn., and Racine, Wis. Manu- 
facturers from other parts of the country 


probably will also participate in the con- | 
| Mr. Fisher said he would frame the check. 


ference. 

Subjects to be discussed will include the 
following: Price discrimination; sales on 
quality basis; secret rebates; sales without 
profit; datings; premiums; guarantee 
against advance or decline; misbranding ; 
fraud and misrepresentation; defamation 
of a competitor; imitation of trademarks 
or trade names; enticement of employees; 


New | 





espionage; standard numbers; customers’ 
labels ; obsolete merchandise; cost account- 
ing and arbitration. 





Install Dressel As President 
Chicago Hardware Association 


Officers chosen at the December meeting 
of the Chicago Retail Hardware Associa- 
tion were inducted into office at the din- 
ner-dance given by that body in the Bal 
Tabarin of the Hotel Sherman on the night 
of Jan. 10. One hundred men and women 
attended. 








CHAS. A. DRESSEL 


Charles A. Dressel of Oak Park, IIL. is 
the new president. William H. Hishon of 
Calumet City, Ill., is vice-president. C. J. 
Amis is secretary and treasurer. Direc- 
tors: James Byrne, I. B. Meyer, Richard | 
Hesse, Frank Kozelka, Bruno Poch and L. 
W. Fisher. E. G. Lindquist had charge of 
the induction ceremony. 





OSCAR FISHER 


Oscar Fisher, retiring president, was 
given a modernistic desk pen set and a 
check for one dollar representing his hon- 
orary earnings as a “dollar-a-year man.” 


Miss Florence Kaup, daughter of Mr. 
and Mrs. R. Kaup, danced several numbers. 
Lee J. Smith mystified his fellow dealers 
with his sleight-of-hand performance. Af- | 
ter treating four of them to as many dif- 
ferent beverages out of the same bottle, 
he broke the bottle and took out a guinea- 


pig. 


Kokomo Stamped Metal Co. 
Opens New York Display 


The Kokomo Stamped Metal Co., Ko- 
komo, Ind., makers of a complete line of 
toys, have opened a permanent display at 
521 Fifth Avenue building, New York 
City. 

T. A. McGinty, a man well known in the 
toy field, will be in charge. Mr. McGinty 
has been identified with the toy trade for a 
number of years. He is the creator of the 
“Mystery Boat,’ a novelty toy which is 
widely known to the trade. Mr. McGinty 
assumes charge of the New York office for 
the Kokomo Stamped Metal Co. after a 
period of two years in which he has served 
as nationa! field’ representative for that 
company. 

KoKoMo Products, which will be shown 
at the New York display rooms, include 
“Champion” and “Redskin” roller skates, 
“Electricar,’ the new automatic electric 
racing car and track, “Little Lady” electric 
ranges and electric irons, “Twin Six” ma- 
chine gun and “Big Six” repeating guns 
and targets. 


Chandler & Farquhar Club 
Elects New Officers 


At the annual meeting of the Chandler & 
Farquhar Mutual Benefit Association, 
which is composed of employees of the 
Chandler & Farquhar Co., Boston, Mass., 
the following officers were elected for the 
current year at a meeting held in Boston 
on Jan. 8: Mr. Moncrieff, president; Mr. 
Dowling, vice-president; Miss Clarke, 
treasurer; Miss Williams, recording secre- 
tary; and Mr. Gibby and Mr. Ryan were 
elected as executive members. 

A very fine program has been arranged 
for the next Chandler & Farquhar night, 
which will occur on Thursday evening, 


Jan. 30. 


Gray & Dudley Co. Elect 
Mrs. Foskett Bréwn Director 


Mrs. Foskett Brown was elected a mem- 
ber of the board of directors of Gray & 
Dudley Co., stove manufacturers of Nash- 
ville, Tenn., at a meeting held on Jan. 15. 
She is the daughter and only child of 
Houston Dudley, president of the company. 
Mr. Dudley was elected president, and 
Foskett Brown was elected vice-president 
and J. C. Lauderdale was elected secretary 
and treasurer. These officers and L. H. 
Thompson comprise the board of directors. 


Pearsall to Address Boosters on 
Life of Abraham Lincoln 


Robert Pearsall, secretary, Brooklyn 
Hardware Association, will be the princi- 
pal guest and speaker at the Jan. 25 meet- 
ing of the Hardware Boosters, to be held 
at the Hardware Club, 253 Broadway, New 
York City. His subject will be “Life and 
Character of Abraham Lincoln,” on which 
he has been a great student for many 
years. All hardware men and their friends 
are welcome. Lunch is served at 1.15. 
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Geuder, Paeschke & Frey Co. 
Celebrate 50th Anniversary 


The Geuder, Paeschke & Frey Co., Mil- 
waukee, Wis., manufacturers of Cream 
City brand enameled ware and tin ware, 
celebrated its 50th anniversary on Jan. 7. 
This event was observed in the form of a 
Golden Anniversary Banquet at the Wis- 
consin Club in Milwaukee. 

Speeches and reminiscences of the eve- 
ning recalled the founding of the company 
in 1880 by Wm. Geuder and Chas. A. 
Paeschke, two young men with little capi- 
tal but with much vision, ambition and en- 
thusiasm. 





CHARLES A. PAESCHKE 


. g 
Mr. Paeschke and Frank J. Frey sat at 
the head of the banquet table. Mr. 


Paeschke is president of the company. | 





For forty-eight years Mr. Frey has been | 


associated with the firm and is now the 


first vice-president and treasurer of the | 


company. Hugo Voigt, manager of the 
Chicago branch, also celebrated his 50th 
anniversary with the organization. Many 
of the employees present as representatives 
of their departments had been with the 
concern for 30 or 40 years. 

It is an interesting fact that the two 


during the coming year. 


specialties made to appeal to women. 


Peden Holds Group Meetings 
for Texas Retailers 


The Peden Iron & Steel Co. of Houston, 
Texas, is holding a series of sectional meet- 
ings at central points in its trade territory 
to bring about closer trade relationships 
between the company and its customers, as 
well as between those engaged in the hard- 
ware business in the territories included in 
the various districts. 

A recent meeting at Kenedy, Texas, was 


| arranged for E. C. Bain, chairman for the 


district. The dealers were addressed by 
Ralph Galloway, sales manager for the 
Peden company, who has recently become 
associated with the company, coming to it 
from one of the large eastern wholesale 
concerns. 

Mr. Galloway’s talk covered a wide range 
of topics in which the trade is vitally con- 
cerned, and many suggestions were made 
by him as to the most modern methods 
in the conduct of the hardware trade. 

E. D. Peden, secretary and assistant 
treasurer of the Peden company, and John 


W. Watts, manager of the San Antonio | 


branch, accompanied Mr. Galloway to the 
meeting at Kenedy and made short talks. 
Hardware stores represented at the meet- 
ing were: King Hardware Company, 
Stockdale; E. R. Sauermilch, Yorktown; 
Nordheim Hardware Company, Nordheim; 
3ain Hardware Company, Kenedy; Bur- 
rows Hardware Company, Beeville; Falls 
City Hardware Company and Schulz Hard- 
ware Company, Falls City; Guarantee 
Hardware Company, Poth; R. Y. Eschen- 
burg, Floresville. 


J. 
Duluth Show Case Co. 
yee: 


West has been appointed general 


| sales manager of the Duluth Show Case 


Co., Duluth, Minn., manufacturers of store 
equipment for display and storage. He 


| will have charge of sales and advertising. 


“only sons” of Mr. Pasechke and Mr. | 


Frey are both serving the company as vice- 
presidents. Charles Paeschke, Jr., has 
charge of sales, while Frank Frey, Jr., is 
production manager. 


Speakers from every department of the | 


company paid touching tribute to the two 
living founders and to the memory of Mr. 


Geuder. Tom Musgrove of Detroit has been | 


associated with the manufacturers of 
Cream City ware since 1885. 

Hugo Voigt, manager of the Chicago 
branch of Geuder, Paeschke & Frey Co., 
also celebrated his 50th anniversary with 
the organization, having been connected 
with it since its origin. 

This banquet was the termination of a 
two-day sales meeting held at the Mil- 
waukee office. Plans were made for the 
production and sale of Cream City ware 


For ten years he was manager of sales 
for the Dartnell Corp., Chicago, Il. 

Broad merchandising experience was 
gained by Mr. West as a specialty sales 
man and later as manager of sales devel- 
opment programs in varied lines, giving 
him a very useful background for his new 
duties. 


F. W. Pratt Affiliates With 
Segal Lock & Hardware Co. 


F. W. Pratt, for a number of years a 
member of the organization of Goodell- 
Pratt Co., Greenfield, Mass., recently joined 
the sales department of the Segal Lock & 
Hardware Co., 12 Warren St., New York. 

Within the last year the Segal Lock & 
Hardware Co. has greatly enlarged its or- 
ganization and increased its line. Mr. 
Pratt is the son of William M. Pratt, 
president of Goodell-Pratt Co. He was 
formerly advertising manager and _ later 


| sales manager of that concern. 


Included in the 
line are enameled ware, Japanned ware, gal- | 
vanized ware, stamped tin ware, and many 


E. West Now Sales Manager | 


Robert L. Schirmer Joins 
Master Lock Company 


Robert L. Schirmer has been appointed 
sales promotion manager by the Master 
Lock Co. of Milwaukee, Wis., succeeding 
Charles G. Crabb, who was recently trans- 
ferred to New York City as eastern man- 
ager of the company. 

Mr. Schirmer has had extensive com- 
mercial, trade, and sales organization expe- 
| rience, coming to the Master Lock Co. with 























SCHIRMER 


Re EL. 


a varied background of successful promo- 
| tional endeavor. 

3efore this new affiliation, Mr. Schirmer 
was executive manager of the Milwaukee 
Association of Commerce Convention 
Bureau and later on assumed the director- 
ship of the Business Development Depart- 
ment of the Schroeder Hotel chain, oper- 
ating through the Middle West. 


Proctor & Schwartz Expands 
Philadelphia Facilities 


The Proctor & Schwartz Electric Co., 
makers of automatic, adjustable, electrical 
appliances, recently moved its machinery 
and equipment into the newly completed ad- 
dition of the factory of Proctor & 
Schwartz, Inc., at 7th and Tabor Road, 
Philadelphia, Pa., The Proctor & Schwartz 
Electric Co. is a subsidiary of Proctor & 
Schwartz, Inc. 

In moving there was no let-up in produc- 
tion of the company’s line. A new, full 
automatic, adjustable waffle iron is being 
produced by the company at its new plant. 
The new waffle iron will be offered to the 
trade in a short time and is said to embody 
several new and unusual features. 

Col. Schwartz is the president of this 
company and is also president of Proctor 
& Schwartz, Inc. Other officers are: 
Joseph Tiers, Jr., vice-president; L. J. 
Efferth, vice-president, in charge of sales; 
E. B. Zimmer, in charge of manufacture; 
William Battersby, treasurer, and T. W. 
Allen, secretary. 

The Cleveland factory was taken over 
with the business of the Liberty Gauge & 
| Instrument Co. in the spring of 1929. 
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Metropolitan Jobbers’ Meeting 
Well Attended Jan. 15 


The regular monthly general meeting of 
the Metropolitan Wholesale Hardware & 
Housefurnishings Association was held 
Wednesday, Jan. 15, at the Hotel Brevoort, 
New York City. From the 33 member 
firms which comprise the organization, 40 
were present representing 31 member firms. 
This fine attendance percentage has been 
typical of this association’s work in its 
ten months’ activity. President E. R. Mas- 
back, Masback Hardware Co., presided and 
delivered the principal address on current 
conditions and on the progress of the as- 
sociation. Vice-president L. C. Lane, Lor- 
ing Lane & Co., followed with pertinent 
comments which prompted a spirited in- 
formal discussion regarding the future 
progress and plans of the organization. 





Zenith Appoints New Factory 
and Production Managers 


With its entire organization launched into 
an extensive manufacturing program on the 
new “60” line, introduced Jan. 2, the Zen- 
ith Radio Corporation announces a change 
in its factory and production management. 

Frank A. Whiting has been made gen- 
eral factory manager, with all departments, 
excepting the general offices, coming under 
his direct supervision. 

Mr. Whiting has appointed George Knott 
as production manager. All departments, 
excepting the woodworking and laboratory, 
will come under Mr. Knott’s supervision. 

Paul E. Anderson has been named man- 
ager of the Zenith cabinet factory, assum- 
ing full charge of all woodworking op- 
erations. 

Howard A. Gates, for years associated 
with the Zenith laboratories, has been made 
chief engineer, having complete charge of 
all laboratory departments. 





Frank Stockdale Addressed Sum- 
mit County Hardware Club 


The Summit County Hardware Club of 
Akron, Ohio, held its regular meeting on 
Monday evening, Jan. 6, at 6.30, in 
Eisinger’s Restaurant, Akron. Sixty-three 
hardware men attended the meeting. 

Frank Stockdale of Chicago was the 
speaker of the evening and addressed the 
club on the topic: “The New Door to 
Profit Making.” The membership agreed 
that from an educational standpoint this 
meeting was the best ever held by the Club. 

Harry W. Pealy, president of the Club, 
reports that the membership now embraces 
forty firms, representing 90 per cent of 
the hardware dealers in the locality of 
Akron. 





Brooklyn Dealers Discuss Annual 
Metropolitan Banquet 


Discussion about the annual Metropoli- 
tan Banquet to be held Jan. 30, 1930, at 
the Hotel Commodore featured the regular 
monthly meeting of the Brooklyn Hard- 
ware Association, held Jan. 9. The meet- 
ing was well attended, and as usual was 
held at the Johnston Building, with Presi- 





dent Edward F. Daily presiding. H. A. 
Cornell, who has charge of the big ban- 
quet, told of progress to date and invited 
suggestions for improving the dinner. As 
chairman of the local association’s question 
box committee, he handled the questions 
and answers with his well-known skill in 
such matters. 





Robert J. Masback Celebrates 
70th Birthday, February 7th 


Robert J. Masback, founder of the Mas- 
back Hardware Co., hardware wholesalers, 
82 Warren St., New York City, will cele- 
brate his seventieth birthday on Feb. 7. 

East Houston St., Manhattan, was Mr. 
Masback’s birthplace, and at the age of 
fifteen he laid the foundation for his busi- 





ROBT. J. MASBACK 


ness career, establishing a small retail hard- 


ware store at 1080 Third Ave. As the 
business prospered, he was forced to make 
successive moves at intervals to larger 
quarters, until in 1884 he purchased the 
old established firm of Mowbrie Bros., 80 
Vesey St. In this location the retail ac- 
tivities of the store were first augmented 
with wholesale distribution. Larger quar- 
ters were again required in 1897 and a 
move to 117 Chambers St. was made. 
There the business was placed on an ex- 
clusively wholesale basis. The nucleus of 
the present quarters was acquired at 84 
Warren St. in 1905, and later adjoining 
buildings were either purchased or leased. 
As Mr. Masback served as the active 
head of the company until 1925, when he 
relinquished executive control to his son, 
Edwin R. Masback, now president, he is 
held in high esteem by a very large circle 
of friends in the hardware industry. Mr. 
Masback is now spending the winter at the 
Hotel Ambassador, Los Angeles, Cal. 





Yankee Metal Products Corp. 
Moves to Larger Plant 


Yankee Metal Products Corp. announces 
the removal of its offices and manufactur- 
ing plant from 507 West Fiftieth Street 
to 460 West Thirty-fourth Street, New 
York, N. Y. 

In the new plant the company will have 
a great deal more floor space for the 
manufacturing and display of its auto 
accessories. 





Sherwin-Williams Purchases 
John Lucas & Co., Phila. 


Sherwin-Williams Co., Cleveland, has 
purchased John Lucas & Co., Inc., Phila- 
delphia paint and varnish manufacturers, 
and further strengthened its position as the 
largest manufacturer of paints and var- 
nishes in the world. Terms of the merger 
have not been given out. George A. Mar- 
tin, president of the Sherwin-Williams Co., 
announces that John Lucas & Co. will re- 
tain its corporate identity and Ernest T. 
Trigg will continue as president and gen- 
eral manager at Philadelphia and will be 
made a director of the Sherwin-Wil- 
liams Co. 

The Lucas company was established in 
Philadelphia in 1849 by John Lucas. In 
addition to its plants in Gibbsboro, N. J., 
Chicago and West Berkeley, Cal., the com- 
pany owns the W. W. Lawrence Co., Pitts- 
burgh, and the Cleveland Varnish Co., 
‘Cleveland. It also owns a controlling in- 
terest in the Lucas Kil-tone Co. of Vine- 
land, N. J., and operates the British Paint 
& Lacquer Co., Cowley, England, in which 
it owns a substantial interest. 

The Lucas Co. is the second large paint 
and varnish manufacturer to be taken over 
by the Sherwin-Williams Co. within the 
last few months. Last May it acquired 
Lowe Bros., Dayton, on an exchange of 
stock basis. It acquired the Detroit White 
Lead Works in 1910, the Martin-Senour 
Co. in 1917, and the Acme White Lead & 
Color Works in 1920. In addition to hav- 
ing plants scattered from New Jersey to 
California, the Sherwin-Williams Co. op- 
erates plants in Canada and Australia. 





Conestoga Corp. Acquires 
Reeves Co. Toy Lines 


The Conestoga Corp., Bethlehem, Pa., 
has acquired all rights to manufacture and 
sell the line of Reeves Toys. This line 
was formerly made by The Reeves Co., 
Milford, Conn. 

This enables The Conestoga Corp. to 
supplement its line of Big-Bang Safe Noise 
toys with several durable action toys and 
games. Included in the transfer are: The 
Ocean Flier, the Giant Roller Coaster, Im- 
proved Air-E-Go Round, the Midget Roller 
Coaster and the Lasso Game. 





New England Dealers Hosts to 
Hon. Charles L. Underhill 


Congressman Charles L. Underhill was 
entertained at a luncheon on Jan. 15 at the 
City Club, Boston, Mass., by some of the 
former presidents and directors of the 
New England Hardware Dealers’ Asso- 
ciation. For a number of years Congress- 
man Underhill was in the hardware busi- 
ness. While in this business he served as 
secretary of the New England Hardware 
Dealers’ Association. He spoke of the 
economic changes in New England and dis- 
cussed present-day and future conditions 
as he sees them in Massachusetts and the 
United States. The luncheon was pre- 
sided over by D. Fletcher Barber, former 
president of the National Retail Hardware 
Association. 
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Imperial Knife Co. Appoints 
Vivian Southern Sales Mgr. 
P. H. Vivian has recently been appointed 


Southern District Sales Manager for Im- 
perial Knife Co., Inc., Providence, R. I. 





P. H. VIVIAN 


The territory managed by Mr. Vivian 
extends from North Carolina to Texas, 
excepting El Paso and not including a few 
points in Kentucky and Tennessee. These 
points will continue under the direction 
of the New York office. 

Many years of experience in southern 
territory were gained by Mr. Vivian while 
representing The Utica Knife Co. and other 
cutlery manufacturers. His headquarters 
will be at 2035 Lucas Ave., St. Louis, Mo. 


Hal G. Reynolds Represents 
Taft-Peirce in Cleveland 


Hal W. Reynolds has recently been ap- 
pointed by The Taft-Peirce Mfg. Co., 
Woonsocket, R. I., manufacturers of gages 
and tool rom specialties, a direct factory 
representative in Cleveland territory. He 
has had wide experience in the small tool 
and gage field. 

Mr. Reynolds’ headquarters will be lo- 
cated at 1724 St. Clair Avenue, Cleveland, 
Ohio, at which address he will carry a rep- 
resentative stock of Taft-Peirce products. 
The territory embraced by this office in- 
cludes the northern haif of the State of 
Ohio. 


Distribution Census Started 
Will Cover Entire Country 


The national distribution census, cover- 
ing wholesale and retail trade, the first ever 
undertaken, was started Jan. 16, when 50 
special agents began the canvass of mer- 
cantile establishments in the District of 
Columbia. The canvass will in the end 
cover the entire United States. The special 
agents, who will later be sent to various 
parts of the country to supervise the cen- 
sus of manufacture and distribution in 
cities, met on Jan. 15 with officials of the 
Bureat of the Census to receive final in- 
structicns before starting their work in the 
District, which has been divided into sec- 





tions which will ordinarily cover not more 
than two or three blocks each. 





Evansville Tool Works, Inc., 
Has Boston Office and Stock 


The Evansville Tool Works, Inc., manu- 
facturers of hammers, hatchets, axes and 
kindred tools, have announced the open- 
ing of a sales office and warehouse in 
Boston, Mass. 

Crowe, McGarvey & Co., 63-64 Commer- 
cial Wharf, will handle sales and shipments 
of Evansville tools in the New England 
territory from the newly established Bos- 
ton office and supply depot. 





Paul Reynolds Joins Staff 
of Sidway-Topliff Company 


The Sidway-Topliff Co., manufacturer 
of children’s vehicles, Washington, Pa., 
recently engaged Paul H. Reynolds to as- 
sume charge of the sale of the products 
made by this company in the Southeastern 
States. 

Mr. Reynolds has been associated with 
the Gendron Wheel Co. for nearly twenty- 





PAUL H. REYNOLDS 


five years and enjoys a wide acquaintance- 
ship with the trade and has a thorough 
knowledge of the wheel goods line, which 
can only be acquired through long expe- 
rience. He will take up his duties at once 
and will be in attendance at the New York 
Toy Fair in February. 

Increasing business has necessitated sev- 
eral additions to the sales staff of the Sid- 
way-Topliff Co. 





Fayette R. Plumb to Speak 
at Baltimore Ass’n Banquet 


The tenth anniversary banquet of the 
Baltimore Retail Hardware Association 
will be held at the Southern Hotel, Balti- 
more, Md., on Jan. 28. Fayette R. Plumb, 
president, Fayette R. Plumb, Inc., Philadel- 
phia, Pa., manufacturers of tools, will be 
the guest speaker of the evening. 

A splendid program of entertainment 
has been planned to make this an enjoy- 
able evening. Dancing will conclude the 
festivities. All reservations must be made 
before Jan. 25. 








Donahue Heads Chicago Unit 
Lamson & Sessions Company 
James F. Donahue has been elected presi- 


dent and general manager of the Lamson 
& Sessions Co., an Ohio corporation that 





J. F. DONAHUE 


has been formed by the Lamson & Sessions 
Co. to operate its Chicago plant. This plant, 
together with a Cleveland plant, was taken 
over by the purchase of the Foster Bolt & 
‘Nut Co., Cleveland, of which Mr. Donahue 
was president. Leonard F. Cowell, who 
has been western sales manager of the 
Lamson & Sessions Co., will continue in 
that capacity. 


W. L. Jacoby Died Jan. 11 in 
Chicago of Pleurisy 


William Lawall Jacoby, president of the 
Kellogg Switchboard & Supply Co., Chi- 
cago, Ill., manufacturers of radio and elec- 
trical equipment, passed away in Chicago 
on, Jan. 11 after a short illness caused by 
pleurisy. He had been president of the 
Kellogg Co. since March, 1927. 

Mr. Jacoby had a varied career in the 
steel, electrical appliance, radio, telegraph 
and telephone jndustries and related fields. 
His first business connections were with 
the Camden Iron Works, Camden, N. J., 
and Latrobe Steel Works. After declin- 
ing the presidency of the Latrobe Steel 
Works, he formed his own concern, the 
Inter Ocean Steel with prominent 
steel men as directors and officials. 

In 1913 he became the vice-president of 
the American District Telegraph Co. and 
70 other subsidiaries of the Western Union 
Telegraph Co. The banking business of 
A. G. Becker attracted Mr. Jacoby, and he 
resigned the presidency of the telegraph 
concern. He served as vice-president of 
A. G. Becker Co., which organization he 
left to assume the presidency of Mitchell 
Motors Co., Racine, Wis. Mr. Jacoby re- 
mained with the motor company until 1923. 
He was affiliated with commerce associa- 
tions and several social organizations. 


oe 
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How the Federal Trade Commission ts 


Conducting the Chain Store Inquiry 


(Washington Bureau of HARDWARE AGE) 


The enormous task entailed in the 
chain store inquiry under way by the 
Economic Division, Federal Trade 
Commission, in response to the Brook- 
hart Senate resolution, is but little 
realized. Mere figures will not indicate 
fully the preparation made for this 
extremely comprehensive work, the 
study required, the effort reflected in 
gathering and compiling of data, their 
analyses, etc. But in the absence of a 
more concrete expression signifying 
the magnitude of the survey, figures 
may be used as a symbol. To that end 
it may be pointed out that in excess 
of 160,000 pieces of mail, or an aver- 
age of 500 to 600 pieces daily, have 
already been sent out by the Division 
in obtaining returns from the four 
schedules included in the inquiry. And 
many more pieces will be sent out be- 
fore the work is ended. This gives a 
partial idea of the herculean job, which 
seeks to give to the business world by 
far the most thorough study ever made 
of the four lines to which schedules 
have been sent, wholesale, chain, retail 
and voluntary chain, and which will be 
of great value to each line. 


Ly view of this fact it is held to be 
a source of regret that the Division 
is not receiving the cooperation it de- 
serves. Responses to questionnaires 
are not so numerous or as informative 
as they should be, in the opinion of 
students who have given thought to 
the undertaking with a realization of 
the potential value that lies back of it 
It is felt that the failure of the differ- 
ent lines to respond to the question- 
naires as fully as is desired is probably 
due largely to a lack of understanding 
of the situation. 

At the outset it should be realized, 
it has been pointed out, that the work 
is being done at the request of the 
Senate resolution by an impartial gov- 
ernment body. Information will be 
provided, if it is furnished as required, 
which will embrace such a study of 
these four classes of merchandising as 
never before has been made. The 
Sente resolution is directed particu- 
larly to the analysis of the operations 
of chain stores but it also requires the 
comparison of their results with those 
of other types of distribution. 

Apparently there are many who have 
not adequately filled out the blanks be- 
cause of the belief that much time and 
work would be involved. Reading of 
the questionnaires and of covering 
letters going with them will indicate 





By L. W. MOFFETT 


that such a thought is at least par- 
tially erroneous. It will be seen that 
many of the questions can be answered 
simply by “yes” or “no” and that, being 
broken up into different parts so as to 
apply to various forms of merchandis- 
ing, it is frequently necessary for given 
units to reply to only a portion of the 
questions. But the Division is finding 
it difficult to bring the facts out and 
the result is that it has been compelled 
to do a lot of “follow-up” work, which 
explains the enormous number of pieces 
of mail that have been and are being 
sent out. 

It should be made clear, too, that 
all of the questionnaires included in 
the four schedules were framed only 
after extended conferences with the 
trade involved and are therefore entire- 
ly practical, without any extraneous 
matter. It is true that they are ex- 
haustive and cover all possible activi- 


| ties of the four lines, but at the same 


time they are pertinent. 

A picture of the highlights of the 
work of the division in connection with 
the inquiry may be seen through trac- 
ing its work beginning with the ques- 
tionnaires and following them in the 
order in which they were sent out. 

The first set, involving 12,000 sched- 
ules, concerned wholesalers. The divi- 
sion began sending out this question- 
naire in January, 1929. The original 
response from this questionnaire, as 
was the situation with regard to sub- 
sequent questionnaires, was disappoint- 
ing. In order to get satisfactory re- 
turns upon which to get an accurate 
background on the wholesale merchan- 
dising field, it was found necessary to 
send out no less than five follow-up 
letters, involving 40,000 to 50,000 
pieces of mail and over and above 
these there were personal letters sent 
out. 


Nexr came the chain store sched- 
ules, about 8000 of them, much the 
largest of four sets and moreover it 
was the most difficult to answer. Yet 
it is understood that chain store inter- 
ests themselves are urging that com- 
plete cooperation be given the Commis- 
sion in replying to the questionnaire. 
So far, however, replies are disappoint- 
ing and relatively somewhat fewer 
than those received from the whole- 
salers. The chain store questionnaire 


started going out in March, 1929, and 
as in the case of the wholesale ques- 
tionnaire, there have been five follow- 
up letters, the last one being sent out 
on Jan. 4 of the current year. 


It is 


1 
| 


| 





hoped and believed that this last 
follow-up letter, together with the 
efforts being made in chain store 
circles themselves, will stimulate re- 
turns. . 

The retail questionnaire came next, 
and the approximately 80,000 schedules 
were first put into the mails the middle 
of last fall, and all of them were not 
sent out until practically the end of 
the fall. The covering letter with this 
schedule, like those accompanying ques- 
tionnaires in connection with the other 
trades, pointed out that it was the 
belief that the information requested 
is “fundamental to an accurate and 
scientific answer to the (Senate) re- 
solution,” and offer was made by the 
Commission to assist in answering 
questions should any difficulty be ex- 
perienced in that direction by those to 
whom the schedules were sent. It was 
urged in all the covering letters that 
every effort be made to answer the 
schedules comprehensively and mail 
the replies within 30 days in franked 
envelopes which went with the ques- 
tionnaires in all instances. Despite 
this request, however, follow up letters 
have been necessary in the case of the 
retail as well as the other schedules. 
But it is hoped that the retail ques- 
tionnaire will develop better response 
at the outset and that the same will be 
true of the one now being out out to 
the cooperative chain stores. This 
suggestion has been made because it 
is felt that as time has passed and 
more opportunity has been given to 
appreciate the importance of the work 
cooperation will be offered more 
liberally and expeditiously. 


Tue retail schedules were sent to 
dealers in about 40 cities of varying 
sizes, wide geographical distribution, 
and covering different strata as to pop- 
ulation. So far returns from the retail 
trade with regard to both the number 
and the amount of information leave 
much to be desired. There are those 
in the trade who are urging freer re- 
sponse, seeing that the questionnaire 


| gives the retail dealers a splendid op- 


portunity to present their side of the 
case. It has been pointed out that the 
entire picture cannot be presented until 
all the returns are consolidated. The 
questions asked the retailers have been 
drafted with reference to a comparison 
of their answers in consolidated form 
with similar consolidated answers ob- 
tained from wholesalers and chain 
stores and to be gathered from coopera- 
tive chains. 
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General Market News of the Week 








With Retail Inventories Completed, 
Jobbers Expect Replacement Trade 


NEw YoRK, Jan. 21.—With inventories completed, and salesmen 
back on their territories, the retail hardware trade is thinking about 
spring business and studying the possibilities for sales in winter 
merchandise before the spring season opens. Unseasonable weather 
for the most of January has retarded the normal development of 
business in eastern markets. Western markets have experienced 
some real winter weather, and except where road conditions were 
bad, sales of cold weather items have been quite satisfactory. 

The expected replacement business following the completion of 
inventories has not averaged as satisfactory as had been expected. 
As retail stocks generally appear to have been rather light when 
stock was taken, it is generally felt that the wholesale market will 
soon have the benefits of some replacement trade. 

Collection conditions vary greatly but there are few indications 


of acute credit situations. 





Bank Clearings Recede for 
Week Ended Jan. 9 


Bank clearings in the United States for 
the week ended January 9, ‘as reported to 
Bradstrect’s Journal, aggregated $12,927,- 
168,000 as against $11,146,847,000 last 
week, a holiday week, and $15,103,053,000 
in this week last year. There is here shown 
an increase of 15.9 per cent over last week, 
but a loss of 14.4 per cent from the like 
week of 1928. Canadian clearings aggre- 
gated $308,247,000, against $288,525,000 
last week and $424,037,000 in this week last 
year. 


Business Failures Increased 


During Week Ended Jan. 9 


3usiness failures for the week ended 
January 9 number 618, as compared with 
407 last week, 515 in the like week of 1929, 
501 in 1928, 522 in 1927 and 523 in 1926, 
according to Bradstreet’s. The Middle 
Atlantic and Far Western States were the 
only groups to show declines, the former 
dropping from 166 last week to 114 and 
the latter from 51 to 39. The largest in- 
crease, from 57 to 125, was made by the 
Southern section. The latter also presents 
the greatest total in the entire list of 
States. 

The insolvency record for the United 
States this week shows the rising trend in 
number of failures that is common to the 
period, according to Dun’s review. 

The increase, however, is more marked 
than usual, a total of 732 defaults being 
reported. That number is 97 above the 635 
insolvencies a year ago, the Pacific Coast 
section, among the different geographical 
groups, alone showing no charge. Else- 





where the number of failures was appre- 
ciably higher this week, especially in the 
East and the South. With the larger total 
of defaults this week those for more than 
$5,000 of liabilities in each case rose to 
483, from 402 a year ago. 

Even with an increase to 72 this week 


Canadian insolvencies were somewhat be- 


93.1 Per Cent Was Price Aver- 


low the total of 80 reported a year ago. 





Bank Debits Recede 18% Below 
Preceding Week 


Debits to individual accounts, as reported 
to the Federal Reserve Board by banks in 
leading cities for the week ended January 
8, aggregated $18,403,000,000, or 18 per 
cent above the total reported for the pre- 
ceding week, which included but five busi- 
ness days and 16 per cent below the total 
reported for the corresponding week of 
last year. 

Aggregate debits for 141 centers for 
which figures have been published weekly 
since January, 1919, amounted to $17,285,- 
000,000, as compared with $14,746,000,000 
for the preceding week and $20,860,000,000 
for the week ended January 9, of last year. 





Paint Sales in September 
Exceed $29,000,000 


Total sales of paint, varnish, and lac- 
quer products during September, as re- 
ported to the Department of Commerce 
by 388 firms, aggregated $29,694,051, as 
compared with $34,428,941 in August and 
$27,967,064 in September, 1928. 

This summary represents a revision of 
the data heretofore compiled and will be 
subject to further reisions. 














Revenue Freight Loadings Show 
Gain, Week Ended Jan. 4 


Loadings of revenue freight for the 
week ended January 4 totaled 776,259 cars, 
an increase of 137,814 cars above the pre- 
vious week, according to the American 
Railway Association. 

Coal was the only reported commodity 
to show a gain over 1929, but only coke 
declined during the week. The Southwest- 
ern district joined the Pocahontas in show- 
ing gains in the total loading of all com- 
modities over last year. 

Miscellaneous freight loaded 279,717 
cars, a gain of 59,818 over the week before 
but 12,762 below the same week of 1929. 


Index of Farm Price Level 
Declines One Point in Month 


The index of the general level of farm 
prices declined 1 point from November 15 
to December 15, to 135 per cent of the 
pre-war level, according to the Bureau of 
Agricultural Economics, Department of 
Agriculture. At 135 the index is 1 point 
above December, 1928. 

Slight advances in the prices of small 
grains, flaxseed, potatoes, apples and eggs 
were not large enough to offset the con- 
tinued decline in farm prices of cotton, 
cottonseed, corn, meat animals, live stock 
products, horses and chickens from No- 
vember 15 to December 15. 





age for Week, Says Fisher 


Prof. Irving Fisher of Yale University 
announced on Jan. 12, that wholesale com- 
modity prices for the week ended Jan. 11, 
based on Dun’s quotations averaged 93.1 
per cent. 

The December average was 92.8 per cent. 
The purchasing power of the dollar was 
107.5 on a 1926 basis of 100c. The De- 
cember average was 107.7. 

Crump’s index of English prices for the 
week on the revised 1926 level was 87.3. 
The December average was 88.3. 

The Italian index on the revised 1926 
basis for the week ended Jan. 5 was 69.8. 


Retail Education Pamphlets 


The Domestic Commerce Division, 
Department of Commerce, recently re- 
vised and brought up to date its se- 
lected reading list on Education of a 
Retail Sales Force, says Domestic Com- 
merce. Periodical references are in- 
cluded as well as references to govern- 
mental and private publications on the 
subject. Copies are available without 
charge from the Domestic Commerce 
Division or any district office of the 
Bureau of Foreign and Domestic Com- 
merce. 
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+] i A Hardware Outlook Appears Bright — 
C € GO: Some Price Revisions Are Contemplated 


(Chicago office of HARDWARE AGE) 

CHICAGO, Jan. 21.—With the exception of a little buying sluggish- 
ness in the industrial centers, largely incidental to the annual inven- 
tory shut-down at the factories, the hardware outlook is bright. 
Numerous observers insist that the good business year of 1929 is 
to be succeeded by a better business year in 1930. On the whole, 
conditions in the agricultural districts are much better than they 
have been since 1920. Country credits are relatively stable, some- 
what more so than those in the cities. The farmer’s financial sit- 
uation is strengthening steadily. 


Electrical Appliances.—Irons, Hot 
Point, $4.20; in lots of six, $3.90; 
Sunbeam, $5; in lots of six, $4.75; 
Percolator, Universal 9169, $16.65. 

Radio Supplies.—Radio B batteries, 
D779 E, $1.40 each; in case lots of 5, 
$1.30; No. 770, $3 each; packages of 
5, $2.80; No. 12 = 06 each; — 
of 5, $1 "92; No. $3.20 each; pack- 
ages of 5, shore a es Layerbilt 
battery, less than standard packages, 
$2.22 each; in original standard pack- 
ages, $2. 06 each. 

Radio Tubes.—UX-201A, 75c.; UX- 
199, $1. 20. WX;227, $1. 50; UG-171A, 
$1. 35; UX- 250, $6. 60 each; UX-245, 
$2.10 each; UX-224, $2.40 each. 


As usual, current movement this month has been slow. Residen- | HANDLES, HICKORY. 


tial building is expected to show an improvement soon, which should 
be reflected in the builders’ hardware trade. 

Reported activity in the copper market indicates a continued firm 
price situation with reference to copper rivets and burrs and other 
copper articles. Some leading jobbers are notifying the trade of 
their withdrawal of the recent extremely low prices on wire cloth 
which are said to have gone below jobbing costs in many instances; 
it is probably that somewhat higher quotations will appear before 
long. Following the average reduction of $2 a ton on wire prod- 
ucts, announced by the American Steel & Wire Co., subsidiary of 


No. 1, hickory ax handles, $4. 00 per 
doz.; No. 2, $3.00 per doz.; finest 
selection second-growth white hick- 
ory handles, $6.50 per doz.; special 
white second-growth hickory, $5.00 
per doz.; No. 1 hatchet and hammer 
handles, 90c. per doz.; second-growth 
hickory hatchet and hammer handles, 
$1.75 per doz. 


ICE SKATES. 


Union hardware skates, No. .1624, 
75ce. per pair; No. 524%, $1.15 per 
pair; No. 624, $1.00 per pair. Chil- 
dren’s extension bob skates, 35c. per 
pair; Nesto Johnson Flyer skates, 
$5.25 per pair. 


the United States Steel Corporation, mill shipments of wire nails in | 1~nooR ATHLETIC SUPPLIES. 


the Chicago district are being offered at $2.70, base; jobbing quo- 
tations influenced by this new figure wil] appear later. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. CHICAGO. 








Official indoor league baseballs, 14- 
in., $16.00 per doz.; 12-in., $14.00 per 
doz.; Kork Kore official, 12-in., $12.00 
per doz. Playground balls, cowhide 
covers, 12-in., $6.75 per doz. Indoor 
bats, 33-in., ash, $6.00 per doz.; cork- 
grip, $10.80 per doz. 


NAILS, WIRE AND STAPLES. 


AUTOMOBILE ACCESSORIES. in case lots; less than case lots, $2.34 

Spark Plugs.—Splitdorf for Fords per doz. pair; 4 x 4 steel butts, old L.c.l. quantities, common wire and 
50c. each: aa acer 58c. each: Cham- copper or dull brass finish, $3.00 per cement coated nails, $2.95 base, car 

ion X. 45c gee Champion ‘Blue- doz. pair in case lots; less than case loads on application; steel cut nails, 
pox line, 530. each: ~ Cc Pre each: lots, $3.12 per doz. pair. Heavy steel, $4 base. 
lots of 100, hn oat ae Soarint Ford. bevel, inside sets, $6.00 per doz., sets No. 9 black annealed wire, $3.30 
.e. AG 3 - oP e in case « gene re ee per ~~ TH 9 galvanized, ——_ 

. = 7 door sets, .55 per set. Jrought wire, per cwt catchweight 
yee Appleton, No. 3280, brass, bit-keyed Fine door ng $2.00 ec. wage gpa Oh he nd hog wire, 

Chains.—Nonskit, dozen pair lots, per set. Cylinder front door sets, 3.85 per cwt.; polished fence staples, 
35 jper cent discount. Gi “ “A $6.00 per set. $3.65 per cwt. 

acks.—National Standard, No. ; . 
$1.30 each. CARPET SWEEPERS. PAINTS AND OILS. 

Pumps.—Rose, 1% in. cylinder, Bissell’s Standard, $36.00 per doz.; Linseed Oil, Raw. — Barrel lots, 
$1.85 each. Universal, japanned, $42.00 per doz.; $1.25 per gal.: 5 barrel lots, $1.23 
“stk tee ae a: ale ig ggg ne ig ner + vy per gal = , . 

x , Liberty cord, $4.85; Mans- irand Rapids, japanned and colors, inse il, Boiled.—B lots 
field heavy duty oversize, $6.50; Lib- $44.00 per doz.; Grand Rapids, nick- $138 "per mac gh F aereed pom $1.98 
erty, 32 x 4, $9.50; Mansfield heavy eled, $48.00 per doz.; American per gal. : 
duty, 32 x 4, $11.50; Mansfield double Queen, $54.00 per doz.; Parlor Queen, Denatured Alcohol. — Barrel lots 
service, 29 x 4.50, $13. ame’ 32 x 6.50, $56.00 per doz. 63c. per gal.; steel drums, extra, 
$27.60. Tubes, 30 x 3%, Mansfield, $10: returnable. ' 
$1.30 each; 29, x 4.40, Mansfield, $1. 56 CHAIN. Turpentine. — Drum lots, 65c.. per 
gen fio” Literty $1.83 $1.05 “each; %-in. proof coil chain, $11.00 cwt., gal., net. : ‘ 
6.50, $2.70 Pony ’ , cori Bone greg ae coil chains, 40-10 White Lead.—100 Ib. kegs, $14.25 
ou 10 per cont, on casings and : =: ewt.; a ene re $14.50 nag 

6 per cent on tubes. cw 25 egs, per cw 
$ a arene = Erestona, —_— — ~— sa 12% Ib. kegs, $14.75 per cwt. 

3.80 per gal., in less than full case Galvanized, in., open, $ 0Z.; Shell 41 uts).— Whit 2.4 
lots; in full case lots, $3.60 per gal. 17 in., $4.30 doz.; 18 in., $4.70 doz.; per oe gy Bm er Prodan 3 

Japanned, open, 16 in., $2.95 doz. ; per gal. in barrel lots; second grade 
BICYCLES 17 in., $3.25 doz.; 18 in., $3.65 doz.; hi 9417: 
° G 4 ’ white, $2.17; second grade orange, 
‘ talvanized, funnel, 17 in., $5.35 doz.; 82 

Double Bar Motor-Bike Model, 18 in., $5.80 doz.; Japanned, funnel, $1.82. 
$26.26; ladies’ model, $25.90; girls’ 17 in., $4.10 doz. English Venetian Red.—In barrels, 
and boys’ juvenile model, $22.60. i ‘ 5%4c. per Ib.; in 100-lb. lots, 6%c. 

COPPER RIVETS AND BURRS. per Ib 
BOLTS AND NUTS. Copper rivets and burrs, 30-10 per Dry Paste.—Barrel lots, 7%c. per 
Large carriage bolts, cut thread, cent off lis b. 
60 per cent discount; small carriage 
rol: Mind etinitee Tone ratied | ELECTRICAL GOODS AND RADIO | POULTRY NETTING. 
thread, 60-10 per cent discount; EQUIPMENT. Peed a. a ae eet 
large machine bolts, to thread, 60 Electrical Merchandise.— No. 14 after, 60 per cent off. | 
per cent discount; small machine rubber covered wire, $6.50 per 1000 
bolts, cut thread, 60 per cent dis- ft.; in less than 1000 ft. lots, $6.75; 
count; small machine bolts, rolled No. 18 lamp cords, $11.25 per 1000 ft.: PYREX WARE. 
cag OO ig yw ge nc in less than 1000 ft. lots, $10.50; %-in. Round casseroles, 1 qt., $12 per 
oui ts, 60 -10 per _ a brush brass key sockets, 13c. each; doz.; 1% at., $14 per doz.; 2 qt., $16 
iicenuate a sed — il poten cnn lots of 25, 12%c. each; two-way per doz.; Oval casseroles, same 
iscounts are from “‘full case” lists. (Hemco) plugs, 30c. each; in lots of prices as round; 8-in. pie Rates, $6 
10, 20c. each; two-piece attachment per doz.; 9-in. pie plates, .20 per 
BUILDERS’ HARDWARE. plugs, 5c. each; dry cells, boxes of 55, doz.; small utility dishes, $8 per 

3% x 3% steel butts, old copper or 3214c. each; less than case lots, 36c. doz.; large utility dishes, $14 per 

dull brass finish, $2.16 per doz. pair each, doz. 
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ROPE. 
Best manila rope, 21c. per lb., base; 
No. 2 manila, 19c. per Ib., base; No. 
2 sisal, 14c. per lb., base. 


SAWS. 

Circular cord wood, 20-in., $1.90 to 
$2.50; 22-in., $2.25 to $3.00; 24-in., 
$2.60 to $3.50; 26-in., $3.00 to $4.00; 
$5. in., $3.50 to $4.50; 30-in., $4.00 to 


Crosscut, 5 ft., narrow, champion 
tooth, $1. 55 each; 5% ft. wide, cham- 
pion tooth, $2. 10 each; 5% ft. wide, 
lance tooth, $4.35 each; 4 ft., one- 
man, champion tooth, $2.45 each, 





SKIS. 

5 ft., edge grain pine, — per pair; 
5-ft., 90c.; 6-ft., $1.30; 7-ft., $1.70; 
6-ft., mahogany finish magnoila, $1. 50 
per pair; 7-ft., $1.90; 6-ft., ash, $2.35 
per pair; 7-ft., $3.30. 


STEEL SHEETS, FLAT OR COR- 
RUGATED. 


Galvanized sheets, 24-gage, $4.90 
per cwt.; 24-gage black sheets, $4.05 
per cwt. 


TOBOGGANS. 


6-ft. toboggans, $4.25; 8-ft., $5.70. 





WIRE CLOTH. 
Black, 12-mesh, $1.60; galvanized, 
14-mesh, $2.00; galvanized, 16-mesh, 
$2.30. 


WRENCHES. 

Agricultural wrenches, 60-10-5 per 
eent off list; engineers’ wrenches, 
50-10-5 per cent off; knife-handled 
wrenches, 40-10-5 per cent off; genu- 


ine Stillson wrenches, 70-10 per cent 
off; genuine Trimo wrenches, 70-5 
per cent off; Stillson pattern wrench- 
es, 75-5 per cent off. 





KANSAS CITY: 


(Kansas City office of HARDWARE AGE) 


KANSAS CITY, Jan. 21.—Prospects for spring trade appear good 
at present, with Kansas City and its trade territory digging itself 
out of one of the heaviest snows in years. Fifteen inches of snow 
blanketed Kansas City, while surrounding territory extending 
through several States received correspondingly deep snows. Kan- 
sas City has not seen the equal of the recent snowfall in 22 years. 

It is thought certain that the precipitation will be of benefit to 
farmers, unless the snow stays on the ground so long that it smoth- 
ers the wheat crop. However, in the past such a deep snow has 
nearly always meant a good wheat crop, and that means a good hard- 


ware business. 


At any rate the snow and zero weather are sustaining demand in 
seasonal merchandise, and there is plenty of call for staple shelf 
hardware. Jobbers are being pushed to accommodate all orders for 
sleds, ice skates, and other items whose demand has been accelerated 


by the weather. 


Turpentine has advanced 4c. per gallon, though other prices have 
remained steady with the exception of ammunition, in which there 
has been a general increase resulting from the end of the past year’s 
price war. New quotations indicate that about a 20 per cent in- 


crease is in effect since Jan. 1. 


Although January is commonly a dull month for collections, pay- 
ments seem to be coming in fairly regularly. 
PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 


RETAILERS, F.O.B. KANSAS CITY. 


AMMUNITION. 

Well known good quality car- 
tridges, .22 short, $2.98 per thou- 
sand; .22 long, $4.08 per thousand; 
-22 long rifle, $4.75 per thousand; .32 
short, $8.05 ver thousand; .32 long, 
$9.26 per thousand. 

Shot shells, good quality, = ees 
6c, $31.67 per thousand. 
$30.50 per thousand; 20 ga., be $29.67 
per thousand. 


AUTO ACCESSORIES. 

Red Cat auto heaters, 33% per cent 
off list. Regular tire chains, 35 per 
eent off list. Balloon tire chains, 
35 per cent off list. Prestone anti- 
freeze, $3.60 per gal. 


AXES. 

First quality, 3% to 4 Re without 
handle, single bit, $14. per doz.; 
double bit, 3 to 4 Ib., 319. 35 per doz. 
Other first quality axes, handled; 
314 lb. ante bit, $19.25 per doz.; 4 
Ib., $19.85 per doz.; 4% Ib. single bit, 
$20. 45; double bit, $24.25 per doz. 


BUILDERS’ HARDWARE. 

Case lots of 2% x 2% steel butts, 
old copper and dull one's Pars 
$16.75 a hundred pair; 3 $17 
a hundred pair, 4 x 4, $2 . Ra TR 
pair; heavy steel bevel inside sets, 





case lots, $5.00 per doz.; steel bit- 
keyed front door sets, $17.00 per doz. 
set; wrought bronze metal, $2.90 per 
set; cylinder font door sets, wrought 
bronze metal, $6.00 per set. 


CARRIAGE AND MACHINE BOLTS. 


Small carriage, rolled thread, 50- 
10-10-5 off list; small carriage cut 
thread, 50-10-5 off list; large carriage 
cut thread, 50-10-5 off list; small 
machine rolled thread, 50-10-10-5 off 
list; small machine cut, 50-10-5 off 
list as of April 1, 1927. 


COAL HODS. 
17-inch japanned hod, $3.60 per 
doz.; 17-inch galvanized hod, $4.72 
per doz. 


MILD STEEL BARS. 

Bars, shapes and small angles, 
$3.56 per cwt. base; structural sizes 
and shapes, $3.66 per cwt.; mild steel 
bands, 3-16 and lighter, $4.21 per 
ewt.; steel hoops, $4.66 per cwt.; re- 
inforcing bars, $3.40 per cwt.; cold 
rolled round shafting, $4.16 per cwt.; 
cold rolled square bars, $4.66 per cwt. 


MOPS. 
Betty Bright self-wring mop, No. 
10, $8.00 per doz.; Betty Bright mop 
cloth, No. 20, $4.00 per doz. 





Recent Heavy Snowfall Stimulated 
$Sales—Some Prices Have Advanced 


NAILS. 

Common wire nails, $3.25 per keg, 

base (see new extras). 
OILS. 

Raw linseed oil in steel drum lots, 
$1.23 to $1.27 per gal.; boiled lin- 
seed oil in steel-drum lots, $1.26 
and $1.30 per gal. Turpentine, pure 
gum spirits, in steel-drum lots, 738c. 


SASH WEIGHTS. 


In one-ton lots or more, $1.70 per 


ewt.; less than ton lots, $1.80 per 
cwt. 
SCREWS. 


Flat head bright screws, 45-20 
per cent off list; round head, blued 
screws, 40-15 per cent off list; flat 
head brass screws, 3714-15 per cent 
off list; round head brass screws, 
3214-15 per cent off list. 


SHEETS. 


Galvanized sheets, 24 ga., per cwt., 
$5.00 base; one-pass, cold-rolled, 27 
ga., $4.30 per cwt.; blue annealed, per 
ewt., $3.80. 


SLEDS. 

Nationally known best quality 
coasters, No. 1, $2.75; No. 3, $4.40; 
No. 5, $6.45; No. 42, $3. 15. Other _— 
known sleds of good quality, No. 
$1.20; No. 10, $1.45; No. 12, $2. 00: 
No. 13, $2.10. 


SNOW SHOVELS. 

(All steel) No. 2 snow pusher, $10.30 
per doz.; No. 118 shovel, $11.00 per 
doz.; No. 2S, blade 11% x 14 in., $5.20 
per doz.; No. 33, blade 21% x 16 in., 
$11.20 per doz. 


STORAGE BATTERIES. 


Automobile, 6 volts, 11 plate, heavy 
standard terminal, $8.85 each; 6 volt, 
13 plate, $10.45 each; 12 volt, 7 plate, 
$12.55; 6 volt, 11 plate, thin, stand- 
ard terminal, $7.25; 6 volt, 13 plate, 
thin, for Ford and Chevrolet, $5.81. 


STOVE PIPE. 
a stove pipe, crated, 3 in., $9.00 
$9.50 per hundred joints; 4 in 
$9. 50 to $10.00; 6 in., $11.00 to $11. 50. 
Adjustable elbows, 3 in., $1.60 per 
doz.; 4 in., $1.70; 6 in., $1.90 to $2/00. 


TIRES. 

Mansfield automobile, covered by 
standard warranty, 30 x 3%, oversize, 
—— Bae 4 cord, 8.8.5 ‘a. $5 12; 31 x 
4, $9.4 | Sie $10.06 ; 33 x 4, $10.59; 
Weta » $13. » 33 x 4%, $14. 18; 33 x 
5, $21. 15: at 29 x 4.40, regular, 
$6.48; 30 x oy wrees 30 x 5. 35, $11.90; 
31 x 5.25, $12 31 x 6.00, $16.55; 33 
x 6.00, $1 7.55. "weacin 32 x 414, 8 ply, 
$15.79; 33 x 4%, $16.34; 30 x 5, $20.12; 
32 x 6, $25.32; 36 x 6, 10 ply, $36.70; 
34 x 7, $47.37; 40 x 8, 12 ply, $72.14. 

(All foregoing prices subject to 10 
per cent trade discount.) 
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TWIN CITIES: 


(Minneapolis office of HARDWARE AGE) 27c. lb. base, net, and cast iron sash 
. . weights, $1.95 cwt., net. 
MINNEAPOLIS, MINN., Jan. 21.—Much of the territory tributary 7 
to the Twin Cities is in the grip of winter, and road conditions are | SCREWS. 
rather difficult for travel. This naturally reduces trade in the terri- Wood screws, flat head bright, 50 
seine th d biosiead cent; venea Sine ataeh, ot pic Bint; 
tory, and especially in that portion Ww ere the roads are ocked. flat head brass, 37% per cent; round 
This section is digging out of the heaviest snow of the winter, which head brass, 32%4 per cent from lists. 
fell a few days ago. 
Prospects for the new year continue to be good. Optimism pre- lie Skates, Nestor Johnson North 
. : Com z Star, aluminum, $6.75; nickel plated, 
$5.75; Union, No. 590 and 590L, $5.25; 
vails over much of the territory, and anticipation of at least as good No d95 nnd '59Sby $5.26; No 85D, si 
business as was experienced in 1929 seems general. Collections are pair, net. 
up to the average, and unemployment is normal for this time of the SNOW SHOVELS. 
year. Snow shovels, steel blade, straight 


: " ; . é 15; le, $4.65; 1- 
Of local interest is the implement dealers’ annual convention, handle, $4.15; Dh "DP ttnde, ist x 


17-in., $10.00; same, 16 x 21-in., $10.65 





Heavy Snow Has Retarded Trade— 


Some Price Revisions Are Effective 


- 


SKATES. 


which is in session this week. This association includes members doz., net. 
from over Minnesota, many of which are hardware retailers as 
well, and brings many to the wholesale houses of the Twin Cities. — 
Warranted half and half solder, 
Price revisions are starting to appear. A general revision of it. Web cs eae bene, — 


prices on nails, wire and sheets has been made, and new prices ap- 
pear in this report. Other changes in prices will be reported as soon 
Galvanized steel sheets, 24-ga. 


as possible, probably next week. (base), $4.65; black steel sheets, 34- 
ga. (base), $3.90; Armco galvanized 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO eee Sean, Benn. Saeey, Yeas OWE. 
RETAILERS, F.O.B. MINNEAPOLIS OR ST. PAUL. ; 


AXES. | GALVANIZED WARE. 


STEEL SHEETS. 


| STEEL TRAPS. 











bo 





: } eee e ; . " yi s a No. 0, $1.10; No. 
Single bit, base weight, unhandled | Standard galvanized pails, 10-qt., Victor steel traps, ), 
axes, $15 to $16.50; double bit, $20.00 | $2.70; 12-qt., $2.85; 14-qt., $4.70; stock Xe $1.38; No. 1%, $2.44; No. 2, $336: 
to $21.50; single bit, handled, $19.25; pails, 16-qt., $4.70; 18-qt., $5.50; “ea 7 ag org Pa $1.5 4 oO. 
double bit, handled, $24.25 doz., net. standard tubs, No. 1, $7.15; No. 2, , $1.83; No. 1%, $ oz., ne 
| $8.00; No. 3, $9.35; he er aaa . 
— 20; No. 2, $14.40; No. 3 5.60 doz. 
BOLTS. net TIN. 


Carriage and machine bolts, 60 per 
cent; stove bolts, 75 per cent, and 
lag screws, 60 per cent from stand- 
ard lists. 


BALE TIES. 


Single loop, 91%, x 14, $1.51; 9% x 15, 
$1.36; 9144 x 14, ‘$1. 53 per bundle. 


BRADS. 


Wire brads, in 25-lb. box, at 75 per 
cent from lists. 


BUILDING PAPER. 


Red rosin sized building paper, 
$2.60, and tarred felt, $2.80 cwt., net. 


CHAIN. 


Log chain, coppered, %x 14, $17.75; 
5/16 x 14, $16.75; % x 14, $15.00; log 
chain, self colored, % x 14, $16.25; 
5/16 x 14, $15.25; % x 14, $13.50; proof 
coil chain, % in., $14.00; % in., $11.25; 
% in., $10.50; 5% in., $10.25 cwt., net. 


COAL HODS. 


Coal hods, japanned, open, 17-in., 
$3.25; 18-in., $3.85; funnel, 17-in., 
$4.30: 18-in., $4.90; galvanized, open, 
17-in., $4.70; 18-in. +, $5.10; funnel, 
17- -in., $5.80; 18-in., $6.30 doz., net. 


FILES. 


First quality files, 50 per cent, and 
"Sia brands, 60-10 per cent from 
s 





| GLASS AND PUTTY. 


Single and double strength A grade 
glass Minnesota prices, 83 per cent 
from lists; strictly pure putty, in 50- 
lb. steel drums, $5.35 cwt., net. 


NAILS. 


Standard wire nails and cement 
coated wire nails, $2.90 per 100-lb. 
keg base. 


REGISTERS. 


Cast iron or wrought steel regis- 
ters, 40-10 per cent from lists. 


PYREX OVENWARE. 


No. 623, casseroles, $1.00; No. 643, 
casseroles, $1.17; No. 634 casseroles, 
$1.31; No. 212 bread pans, 60c.; No. 
200 pie plates, 67c.; No. 209 pie plates, 
60c.; No. 231 utility dishes, 67c.; No. 
24 tea pots, $2.00; No. 26 tea pots, 
$2.33; No. 953 percolator tops, 7c. 
each net. 


SANDPAPER. 


Best grade sandpaper, No. 1, 98c. 
per box of 75 sheets; second grade, 
No. 1, 78c. per box of 75 sheets; gar- 
net, No. 1, $15.68 per ream, net. 


SASH CORD AND WEIGHTS. 


Sash cord, best grade, 65c. Ib. base; 
second grade, 38c. lb.; third grade, 


Furnace coke tin, ICL, 20 x 28, 
$14.30 box, and roofing tin, 20 x 28, 
8 lb., coating, IC, $14.75 box, net. 


STOVE PIPE, 
DAMPERS. 


Crystallized stove boards, 28 x 28, 
$16.65; 30 x 30, $19.35; 36 x 36, $27. 00 
doz., net. 

Stove pipe, uniform blued, 28-ga., 
knocked down, 6-in., $12.00 per 100 
lengths, elbows, 6-in., common iron, 
corrugated, $1.35; adjustable, char- 
coal iron, $2.00; dampers, cast iron, 
wood handle, 6-in., $1.15; wire han- 
dle, $1.15 doz., net. 


WINDOW VENTILATORS. . 
Window’ ventilators, Continental, 


No. 837, $2.80; No. 1137, $3.45; No. 
1145, $4.40; No. 1437, $5. 00; De-Flekt- 





5A, 00; $ 
$5.50; No. 6C, $5.00 each’ list, " with 
dealers’ discount of 33% per cent. 


WIRE. 


Galvanized barbed cattle wire, $2.89 
per 80-rod spool; galvanized barbed 
hog wire, $3.09 per 80-rod spool; No. 
9 (base), smooth, galvanized wire, 
sa a o and No. 9, smooth, black 
wire, . 





ELBOWS AND 
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NEW YORK 


NEW YORK, Jan. 21.—Metropolitan hardware wholesalers report 
trade during the past week as being rather quiet in character. In- 
coming orders for immediate shipment are numerous, but are some- 
what smaller in size than is normal at this season. The unseason- 
able weather which has prevailed recently has had a detrimental ef- 
fect on the current demand for seasonal merchandise. 

Future orders continue to show pronounced activity and the busi- 
ness booked so far aggregates a larger volume than has been usual 
at corresponding periods of recent years. This seems to indicate 
that dealers in this section are anticipating a brisk spring trade. 

Prices are steady and practically unchanged. The few revisions 
made recently were in the nature of minor changes and no major 
changes appear imminent at this moment. 

The credit situation, as a whole, retains a satisfactory status, al- 








| though collections are slow in scattered instances. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.0.B. NEW YORK. 


ANTI-FREEZE SOLUTION. 


Eveready Prestone, % gal. cans, 
$1.90; gal. cans, $3.60; 11%4 gal. cans, 
$5.40 each. 


ASH SIFTERS. 


Rotary galvanized ash sifters, $2.00 


ach. 
In lots of 12 
dozen. 


BATTERIES, RADIO. 


No. 764, $1.22, units of 5, $1.14; No. 
763, $1.05, units of 5, 97c.; No. 768, 
$1.22, units of 5, $1.14; No. 771, 35c., 
units of 10, 32be.; No. 772, $2.06, 
units of 5, $1. 92; No. 770, $3.00, units 
of 5, $2.80; No. ‘486, $3. 20, units of 5, 
$2.97; No. 485, $2.22, units of 5, $2.06. 


BATTERIES, FLASHLIGHT. 


No. 935 or 950, unit cells, 6%4c. 
each; No. 750, 790, 791 and 706, 13c, 
each; No. 703, 705 and 751, 1914c. 
each. 


BATTERIES, NO. 6, DRY 


First Quality, 32%4c. each; Com- 
petitive Quality, 23c. each. 


BATTERIES, HOT-SHOT. 


No. 1662M, $2.51, units of 8 
No. 1461M, $1. 77, ‘units of 12; 


BOLTS AND NUTS. 


Carriage bolts and lag screws, all 
sizes, 60 per cent off list. 
Stove bolts, 75 and 10 per cent off 


st. 

— bolts, all sizes, 60 per cent 
o 

Step bolts, 


BUTTS. 


Steel butts, 3 by 3 and 3% by 3%, 
18 cents per pair for less than case 
lots; in case lots, 16 cents per pair; 
4x 4, 25% cents pair in less than 
case lots, and 23 cents per pair in 
case lots. 


FIREPLACE FIXTURES. 


Andirons, black finish, $2.50 to $6 
per pair; black-brass balls, $7.50 to 
$9.75 per pair; Flemish, $5.50 to 
$11.55 per pair; Swedish, $5.75 to $7 
per pair; Burnt antique, brass, $6.25 
to $12 per pair. 

Fire sets, Phlack finish, $4.85 to $5 
per set; black-brass balls, $6.75; 
Flemish, $7.65 to $9 per set; Burnt 
antique, brass, et. 65 to $9 per set; 
Swedish, $7.75 ‘per set. 

Grate baskets, black finish, $5.75 to 
$6 each; Flemish, $8.65 to $10 each. 


or more, $22.50 per 


* pe 


50 per cent off list. 





black finish, $4.15 


black finish, $5.65 
and Burnt 


Spark guard, 
each. 
Fire screens, 


each; Swedish, $8.65 each; 
antique, brass, $8.65 each. 


GLASS BAKING WARE. 


Casseroles.—Round or oval, 1 at., 
$1; 1% qt., $1.17; 2 qt., $1.33; square, 
$1.17; casseroles with fancy covers, 
35c. higher. 

Pie Plates.—8 in., 50c.; 9 in., 60c.; 
10 in., 67c. 

{Bread Pans.—No. 212, 60c.; No. 214, 

67c.; No. 


‘tity, Dishes.—No. 231, 
Pome 4 ait $1.67; 4 cups, $2; 
6 cups, $2.3 


ICE SKATES. 


Union ice skates, hockey outfits, 
men’s, No. 90, $5.25; No. 290, a 
290L, 


ladies’, No. 90L, $5.25, and No. 
$6.00 


Racing outfits, men’s, No. 95, $5.25, 
and No. 925, $6.00; ladies’, No. 95L, 
$5.25, and No. 295L, $6.00. 

Club outfits, men’s, foe 212, $3.75, 
and ladies’, No. 213, $3.75. 

men’s, 


Professional hockey outfits, 
3 6.65. 


No. 

These prices are net per pair. 
Men’s shoe sizes in all cases are from 
4 to 11, and ladies’ shoe sizes in all 
cases are 3 to 9. 


JUVENILE VEHICLES. 
Velocipedes, No. 840, $5.95; No. 841, 


$6.55; No. 842, $6.90, and No. 843, 
$8.15 each; No. 850, $7.50; No. 851, 
$7.80; No. 852, $8.15; No. 853, $9.70. 

Sidewalk cycles, No. 900, $9.40; No. 
910, $10.65 each; No. 922, $17.50, and 
No. 932, $17.50 ‘each. 

Coaster wagons, No. 750, $1.80 
each; No. 751, $2.25, and No. 761, 
$3.25 each. Doll carriages, No. 200, 
$1.60; ge am, $3.35; No. 222, $3.90, 
and No. 2, $6.50. Prices are each 
and net. 

Doll coaches, No. 262, $3.65; No. 
266, $6.25, and No. 270, $10.95. Prices 
are each’ and net. 

LAMP CORD. 


Lamp cord, prices are per 1000 ft.; 
18 ga. 1/32 silk covered lamp cord, 
brushed brass, white maroon, old 
gold, green and brown, 500 ft. on a 


spool, $12.40; 18 ga., 1/64 silk covered 
lamp cord, maroon, old gold, red 
brass, white, 500 


frees and brown, 

ft. on a spool, $9.50; silk covered 
twisted lamp cord, white only, 250 ft. 
on a spool, $13; 18 in. 1/64 cotton 
covered lamp cord, maroon, white 
and dark brown, 500 ft. on a spool, 
$8.30; ga. 1/32 cotton covered lamp 


| 
| 
| 
| 





Trade Is Rather Quiet at Present— 
Activity in Spring Futures Is Feature 


cord, green, white, maroon, oak tan 
and ‘dark brown, 500 ft. on a spool, 
$10.75; 18 in. 1/64 cotton single con- 


ductor wire, white, brown, oak tan, 
white with marker, brown with 
marker, and oak tan with marker, 
500 ft. on a spool, $4.25; 18 ga. 1/32 
cotton twisted lamp cord; green and 
yellow, 250 ft. on a spool, $12.50; 18 
ga. black cotton reinforced cord, 250 
ft. on a spool, $16.50; 18 ga. cotton 
covered heater cord, 250 ft. on a 
spool, $18.50. 


LINSEED OIL. 


Linseed oil, raw, per pound: Single 
barrels, 15c.; 5 barrels or more, 
14.7¢.; carload lots, 14c.; tank cars, 
13.4c. Prices apply to the Metro- 
politan area and include truck de- 
livery of small lots to store door 
within prescribed limits. Tank car 
prices include delivery within a stip- 
ulated zone. MBoiled linseed oil is 
quoted at 4c. per pound additional. 


NAILS. 


Wire nails, Standard New York 
Stock extras apply to the following 
base prices in the localities indicated; 
base price for New York City, Brook- 
lyn, Queens, Westchester and New 
Jersey is $3.35 per keg; in Nassau 
and Suffolk Counties, $3.50 per keg. 
Cut nails, less than 10 kegs, $3.90; 
over 10 kegs, $3.65 per keg. 


ROLLER SKATES. 


Roller skates, Union line, extension 
web heel and toe straps, plain steel 
rolls, 72c. per pair; same with toe 
clamps and web heel, 78c. per pair; 
same for boys with self-contained 
ball bearing wheels, $1.42 per pair; 
for girls, $1.62 per pair. 

Roller skates accessories: Keys, 
2%4c. each; skate wheels, with self- 
contained ball bearings, 19c. each; 
ball bearings, 15c. per 100; axles, 3c. 
each; cotter pins, 15c. per 100; axle 
nuts, $1 per 100; axle nut washers, 
60c. per 100; adjustment binding 
bolt, 65c. per 100, and toe clamps, 


12¢c. per pair. 
Chieftain line, No. 400, for either 
boys or girls, self-contained ball 


bearings, $1.45 per pair; Redskin line, 


for boys or girls, 85c. per pair. 
Chicago line, No. 181, $2.65; No. 
183, $2.75; No. 185, $2.75; No. 101, 
$1.33; and Nos. 103 and 105, $1.38 per 
pair. 
SASH CORD. 
Sash cord, Samson Spot, No. 7, 
6le.; No. 8, 60c.; Aetna, No. 7, 30c. 
per Ib.; No. 8, 39c. per lb.; Phoenix, 


No. 7, 43c. per Ib.; No. 8, 42c, per lb. 
Sachem, No. 8, ’38e. per lb.; No. 9, 
33c. per Ib. 


SCREWS. 


Wood screws, flat head, bright 
iron, 45 and 10; round head, blue, 40 


and 10; round head, iron, nickel 
plated, 25 and 10; flat head, galvan- 
ized, 17% and 10; flat head, brass, 


387% and 10; round head, brass, 32% 
and 10. These discounts apply to 
new standard screw lists. Full pack- 


age lots take an extra 5 per cent. 


Machine screws, flat and round 
head, brass, 60 per cent discount. 
Iron, 60-71% per cent discount. 


SLEDS. 


Flexible Flyers, No. $2.50; No. 2, 


$3.16%; No. 3, $4.00; No: 4, $4.3314; 
No. 5, $5.8314; Jr. Racer, $3.50, and 
Racer, $4.33%4. 

Fire Fly, No. 9, $1.14; No. 


$1.3634; No. 11, $1.71; No. 12, $1. on%e. 
and racer, $1. 9814 
Allen sled backs, No. 1, $1.00 each. 
Perfection adjustable sled back, 
No. 10, $1.06 each. 


STOVE GOODS. 


Stove pipe, black iron, 28 gage, 12 
lengths in a bundle, 4 in., 12¢.; 41%4 
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in., 13%4¢.; 5 in., 15c.; 54% in., 164%4c.; 
and 6 in., 19c. 

Stove pipe elbows, black iron, 28 
‘age, 12 in a bundle, 4 in., 15c.; 4% 
in., 15%6c.; 5 in., 1l6éc.; 5% in., 17c.; 
and 6 in., 18c. 

Pipe dampers, cast iron, 
dle, 4 in., 94%c.; 4% in., 
10¢.; 5% ‘in., llc.; p.. in., 11%c.; : in., 
16%c., and 8 in. -» 26%c. 

Flue stops, tin rim, lacquered, di- 
ameter, 8-3/16 in., 12 in a box, 64c 

Stove pipe rings, tin lacquered, 13 
ina package, 4 in., W%C.; 4% in., 
3i%c.; 5 in., 3%C.; 5% in., 4- 1/6c.: 
6 in., 4-7/12c.; and 7 in., 5c. 

Stove pipe wire, plain iron wire, 
50 ft. in a box, 12 boxes in carton, 
19 gage wire, 40c. per carton, and 18 
gage wire 45c. per carton. 

Stove lifter, nickel plated, cold 
spiral loop handle, 12 in a box, 6c. 
each net. Stove pokers, nickel plated, 
cold spiral handle, 12 in a box, 4 x 
18 in., 64%c. each; % x 24 in., 15dc. 
each. Never Break Poker, 19c. each. 

Furnace pokers, wrought iron, 3 ft., 
sti 4 ft., 84c.; 5 ft., $1.00, and 6 ft., 


wood han- 
10c.; 5 in., 
7 


Flue scrapers, black iron, 30 in. 
long, 12 in a bundle, 4c. each. 

Flue shovels, japanned, round han- 

dle, 3 in a bundle, 8 in. handle, 5%c.; 

12 in. handle, 6c.; 15 in. handle, 9c.; 

galvanized, one piece steels, round 

handle, 3 in a bundle, 12 in. handle, 

{ %e.; 14% in. handle, 11c.; extra heavy, 

japanned, scoop, 6 x 9 in., round 

handle, capped end, 25% in, "overall, 





3 in a bundle, 114%4c.; Never Break, 
6 in a bundle, 38c. 

Stove boards, 30 x 36 in., $1.43; 30 
x 42 in., $1.77; 18 x 18 in., 60c.; 24 x 
24 in., 73c.; 26 x 26 in., 80c.; 28 x 28 
in., 90c.; 30 x 30 in., $1.05; 32 x 32 
in., $1.25, and 35 x 35 in., $1.55. 


TIRES AND TUBES. 
Mansfield tires, 4 ply, balloon type, 


29 x 4.40, $7.40: tubes, $1.50; 

4.50, $8.25; tubes, $1.60; 29 x 4.75, 
$9.55; tubes, $1.70; 29 x 5.00, $9.90: 
tubes, $1.75; 30 x 5.00, $10.20; tubes, 
$1.80; 31 x 5.00, $10.65; tubes, $1.85; 
32 x 5.00, $11.75; tubes, $1.90; 28 x 
5.25, $11.10; tubes, $1.85; 30 x 5.25, 


$11.90; tubes, $2.00; 31 x 5.25, $12.35; 

$2.28 $2.05; 29 x 5.50, $12.65; tubes, 
25 

Same, 6 ply, 31 x 5.25, $14.70; tee. 


$2.05; 30 x 5.50, $16.05; tubes, $2.3 
y x 6.00, $16.15; tubes, $2.25; 5) 
$16.65; tubes, $2.30; 32 x 6.00, 


00, $16.65; 
316. 96; tubes, $2.40; 33 x 6.00, $17. 55: 
tubes, $2.55. 

Tire display racks, $10.00 each. 
Prices in all instances are each. 


TOYS. 


Child’s garden sets with 18 in. han- 
dles. Net, No. 1, 10c. each; No. 6, 
17c. each, and No. 9, 30c. each. 

Arcade toy lawn mower, No. 564, 
55c. each; in lots of 12 or more, 50c. 
each. No. 565, 85c. each; in lots of 
12 or more, 75c. each. 

Bissell’s toy carpet sweepers, Lit- 





/ 


tle Helper, 16%c. each; Little Gem, 
31%c. each; Little Jewel, 8344c. each; 
and Bissell Junior, $1.33% each. 


TRAPS, GAME. 


Victor game traps, No. 0, $1.20; 
No. 1, $1.50; No. 14%, $2.70, and No. 
2, $3.70. Prices are “net per —— 

Victor jump traps, No. 0, $1.75; 

1, $2.00; No. 1%, $3.05, and No. . 
$4.80. Prices are’ net per dozen. 


WINDOW SCREENS. 


Diamond ‘“E”’ all metal fly screens, 
dealer prices for 1930 season. 

No. 1, galvanized, $6 per dozen; 
No. 3, $8 per dozen; No. 4, $9.20 per 
dozen; No. 6, $10 << dozen; No. 7, 
$12 per dozen; No. 8, $12 per dozen; 
No. 11, bronze, Sio® ‘per dozen; No. 
13, bronze, $12 per dozen; No. 14, 
$13.20 per dozen; No. 16, $14 per 
dozen; No. 17, $16 per dozen; No. 18, 
$16 per dozen. . 


WIRE CLOTH. 


First Quality, Black, 12 mesh, $1.85; 
First Quality, Galvanized, 14 mesh, 
$2.25; Competitive Quality, Galvan- 
ized, 14 mesh, $2.15; First Quality, 
Bronze, 14 mesh, $5 "80; Competitive 
Quality, Bronze, 14 mesh, $5.75; First 
Quality, Copper, 14 mesh, $5.45; 
Competitive Quality, Copper, $5.40. 

Prices are quoted for 100 sq. ft., 
f.o.b. dealer’s store. March Ist dat- 
ing is allowed. 





CLEVELAN 


CLEVELAND, Jan. 21.—Business 


4 


(Cleveland office of HARDWARE AGE) 
with hardware jobbers has been 


fair since their traveling salesmen returned to the road early in the 


month after inventories. 


A moderate volume of orders for spring 


merchandise is being placed. Considerable of this business, which 
is usually placed toward the end of the year, was deferred until this 


month. 


tilizers are also moving well. 


Items that are fairly active include steel goods, lawn mow- 
ers, poultry netting, wire cloth, rope and brushes. 
developing in builders’ hardware for early spring shipment. 


Some activity is 
Fer- 


Not many price changes have been made since the first of the year. 
The irregularity that has prevailed for some time in nail and wire 


prices has been followed by open reduction in mill prices. 


' Jobbers 


have reduced nails 10c. per keg to $2.35 per keg for car lots for fac- 


tory shipment. 


Heretofore less than car lots for factory and stock 


shipment have carrried the same price, but a differential is now es- 
tablished of 15c. per keg. The nail price for stock shipment is un- 
changed. Galvanized and annealed wire have been reduced $1 per 
ton. A reduction of $2 per ton has been made on galvanized sheets 
and manila rope has been marked down Ic. per pound. Fertilizer 
prices are out for the coming season being the same as last year. 
Manila rope has been reduced lc. per pound. 


Collections continue fairly good. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 


RETAILERS, F.0.B. CLEVELAND. 


AUTOMOBILE TIRES AND SUP- 
PLIES. 


Tires and Tubes.—Mansfield tires, 
4-ply balloon, 29 x 4.40, $7.40; tubes, 
$1.50; 30 x 4.50, $8.25; tubes, $1.60; 
29 x 5.00, $9.90; tubes, $1.75; 30 x 5.00, 
$10.20; tubes, $1.80; 30 x 5.25, $11.90; 
tubes, $2.00; 31 x 5.25, $12.25; tubes, 
$2.05; heavy duty, 6-ply, 29 x 4.40, 
ee 30 x 4.50, $11.05; 30 x 5.25, 
14.30; 31 x 5.25, $14.70; 33 x 6.00, 
$17.55; double service, 6-ply, 29 x 





ee 


4.40, 
4.50 


$12.90; 29 x 4.50, 
$13.95; 29 x 5.00, $16.85; 30 x 
5,00, $17.30; 30 x 5.25, $19.70; 31 x 
5.25, $20.35; Liberty, 4-ply, 29 x 4.40, 
$5.65; 30 x 4.50, $6.30; 29 x 5.00, $7.95; 
30 x 5.00, $8.20; 31 x 5.25, $9.85; 32 x 
6.00, $11. 85; high | ogee: cords, 30 

4.40; 30 x 3%, $4.75; 31 x 4, 
$8. 45; 32 x 4, $9.05. 

Anti-Freeze Liquids. — Denatured 
alcohol drums, 57c. to 64c. per gal.; 
5-gal. lots, 80c. per gal. Prestone, 
6-gal. lots, $3.60 per gal.; less than 
6-gal., $3.80 per gal. 


$13.25; 30 x 


“¢ 
oe 





Current Volume Is in Fair Proportions 
Some Price Revisions-Are Effective 


AXES. 


First grade, single bitted, rustless, 
black finished handled axes, $19.50, 
base, per doz.; unhandled, $15.50 per 
doz.; double bitted, handled, $24.50 
per "doz.; double bitted, unhandled, 
$20 per doz.; 60c. increase for dozen 
lots weighing 42 to 48 lb. and smaller 
advance for each 6 Ib. additional 
weight increase. 


BATTERIES. 
B and C Radio Batteries: 





“co” 
No. $1.22 
No. 1.40 
No. 2.06 
No. 2.53 
No. 3.00 
No. 3.20 

Dry Cell A _ batteries, No. 7111, 
351%4c. in standard packages, 40c. in 


broken lots; Columbia igniter dry cell 
batteries, 32%c. in standard pack- 
ages, 36c. in broken lots. 


BOLTS AND NUTS. 


Machine and carriage bolts, cut 
thread, hot pressed and cold punched 
nuts and lag screws, less than case 
lots, 60 per cent off list; bolts with 
rolled thread, in. x 6 in. and 
smaller, 60 and 10 per cent off list; 
additional discount of 10 per cent is 
allowed for full case lots of one size; 
stove bolts, 75 and 10 per cent off 
list; semi-finished nuts in bulk, 60 
per cent off list; 54 per cent for 
packages. 


BUILDERS’ HARDWARE. 


In case lots, lock sets, $5 per doz.; 
heavy strap hinges, 6 in., $1.55 per 
doz.; 8 in., $2.40 per doz.; extra heavy 
T hinges, 6 in., $1.80 per doz.; 8 in., 
$2.70 per doz.; 10 in., $4.25 per doz. 
Butts, case lots, 3 in. and 3% in., 
16c. per pair; 4 in., 2lc. per pair; 
for less than case lots, all sizes are 
2c. per pair higher. Butts with sand 
blasted finish are 4c. per pair higher. 
Ornamental hinges, standard finish, 
$1 per doz.; nickel finish, $1.20 per 
doz.; sand blast finish, $1. 15 per doz. 


CELL-O-GLASS. 
Cell-O-Glass in 100 ft. See 


per sq. ft.; glass cloth in 0 yd 
rolls, Sic. per sq. yd. , 
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CHAINS. 

Coil chain, 3/16 in., $11.85 per 100 
lb.; % in., $10. 75 a 100 1b.; 5/16 in., 
$9.25 per 100 Ib.; 3% in., $7.85 per 100 
lb. Cow tiles, No. 14, $2.75 per doz.; 
No. 15, $2.50 per doz. Tie-out chain, 
60 per cent off list. 


ELECTRIC FANS. 
Robbins & Myers 10-in. AC oscil- 
lating type, $17 each; 12-in., $27 
each; stationary 8-in., $5 each. 


FERTILIZER. 


Old Gardener’ 5 Ib., 32c.; 10 Ib., 
Ha 25 Ib., $1.12; 50 Ib., $2; 100 Ib., 


GAME TRAPS. 

Victor traps, No. 0, $1.10 per doz.; 
1, $1.38 per doz.; No. 1%, $2.40 
per doz.; No. 2, $3.36 per doz.; double 
grip, No. 91, $2.44 per doz.; Oneida, 
jump traps, No. 0, $1.59 per doz.; No. 
1, $1.83 per doz.; No. 1%, $2.81 per 

doz.; No. 2, $4.39 per doz. 


GLASS BAKING WARE. 
Casseroles.—Round or oval, 1 at., 
$1; 144 qt., $1.17; 2 at., $1.33; square, 
$1.17; casseroles with fancy covers, 
35c. higher. 
Pie — —8 in., 50c.; 9 in., 60c.; 
10 in., 67c. 
Bread Pans.—No. 212, 60c.; No. 214, 
No. 


Utility Dishes.—No. 231, 67c.; 
232, $1.17. 

Teapots.—2 
6 cups, $2.33. 


ICE SKATES. 
Union Hardware Co., No. 1624, 
men’s screw clamp skates, polished, 
84c. per pair; No. 162414, same nickel 


cups, $1.67; 4 cups, $2; 





plated, $1.19 per pair; No. 524%, 
screw clamp hockey, $1.27 per pair; 
No. 424%, same nickel plated, $1.60 


per pair; women’s skates, No. 5624, 
$1.12 per pair; No. 562444, same 
nickel plated, $1.44 per pair. Shoe 


skates, $5.25 per pair. 


NAILS AND WIRE. 

Nails.—Factory shipment, car lots, 
$2.35 per keg; less than car lots, $2.50 
per keg for factory shipment and 
$2.65 per keg for stock shipment; 
other products for stock shipment 
No. 9 galvanized wire, $3.05 per 100 
ib.; No. 9 annealed wire, $2.60 per 
100 1b.; polished fence staples, $3.10 
per 100 Ib.; galvanized fence staples, 
$3.35 per 100 lb.; coated nails, $2.65 
per keg. 

Barbed Wire.—Lyman, 4-point 
cattle wire, $2.97 per 80-rod spool; 
hog wire, $3.20 per 80-rod spool. 


PAINTS AND VARNISHES. 

Mixed paints, first quality, $2.90 to 
$3 per gal. for colors and $3.05 to 
$3.10 for white. 

Turpentine in drums,  66c. 
gal.; in 5-gal. lots, 94c. per gal. 

Linseed oil in drums, $1.14% per 
gal.; in 5-gal. lots, $1.42% per gal. 

White lead in 100 lb. kegs, 14%c. 
per lb.; in 50 and 25 lb. kegs, 14%4c. 
per lb.; in 12% lb. kegs, 14%c. per 


per 


Ib. 

Quantity discount, 500 lb. to 1 ton, 
10 per cent. One ton or more, 10 per 
cent and 4 per cent. 

Enameling lacquers, $1.20 to $1.65 
per qt. 


POULTRY NETTING AND WIRE 


CLOTH. 
Poultry netting after weaving, 60 
per cent off list; galvanized before 





weaving, 60 and 10 per cent off list. 
Wire cloth per 100 sq. ft., 12-mesh, 
black, $1.60; 14-mesh, $1.90; galvan- 
ized, 12-mesh, $1.80; 14-mesh, $2.50; 
bronze, 14-mesh, $5.50; 16-mesh, $5.90. 


RADIO EQUIPMENT. 
Tubes, CX No. 112A, $2.50; CX No 
; CX No. 327, $3; CX’ No. 380, 
c 5 Dealers’ 
discount from these prices, 35 per 
cent. 


ROPE. 


Best grade manila rope at 21%c. 
per lb. for factory shipment and 22c. 
per lb. for stock shipment; sisal rope, 
16c. per lb. for factory shipment and 
16%c. for shipment from stock. 


SHEETS. 


24-gage galvanized sheets, $4.60 per 
100 1b. 


SNOW SHOVELS. 

Snow shovels, No. 33 galvanized, 
$9.50 per doz.; No. 34 galvanized, $10 
per doz.; No. 36 galvanized, $13.50 
per doz.; No. 35 maple, $18 per doz.; 
No. 31 steel blade, $9.25 per doz.; No. 
27% children’s, $2 per doz. 


STOVE PIPE AND ELBOWS. 


6 in. 28 gage stove piper per crate 
of 25 joints, $3.19 for factory ship- 
ment and $3.45 for stock shipment. 
Same, 26-gage, $3.81 for factory ship- 
ment and $4.15 for stock shipment; 
6 in. corrugated elbows, 28-gage, $1.31 
per crate for factory shipment and 
$1.40 for stock shipment. 





BOSTO 


Unfavorable Weather Retards Trade—Prices Are 
na Reported as Holding Well 


(Boston office of HARDWARE AGE) 


BOSTON, Jan. 21.—During much of the past week or ten days 
skies have been overcast and there has been plenty of rain and some 
snow—conditions that have had a tendency to slow up retail hard- 


ware sales. 


Those retail concerns conducting selling campaigns 


through advertising and special merchandise inducements, however, 


in most instances report a satisfactory volume of sales. 


The trade 


in general is still optimistic regarding 1930 business, but the feeling 
is growing that prices are more likely to be lower than higher, con- 
sequently turnover this year must be larger than in 1929 if money 


is to be made. 


Deposits in savings banks are exceptionally heavy. Such insti- 
tutions are perhaps a little overstocked with building paper and 
are, therefore, not enthusiastic about lending much money on new 


home construction. 


Despite the slowing up in retail sales, jobbers 
report business as holding up remarkably well. 


Automobile tires 


are selling better than heretofore, and more interest is evinced in 
such merchandise as hinges, door springs, dry measures, scrub 
brushes, wash tubs, flue cleaners, grafting wax, trowels, fire extin- 


guishers and rubbish burners. 


Screen door hinges for 1930 will 


cost the same as in 1929, say the manufacturers, and other prices 


are reported as holding well. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 


RETAILERS, F.0.B. BOSTON. 
AUTOMOBILE ACCESSORIES. 


Tires.—Competitive, clincher, extra 
heavy, straight side, 30 x 314, .60 
each, list; 31 x 4, $9. 40; 32 x 4, $10.10. 
Discount 12% and 10 per cent. 

Tires.—Mansfield line heavy duty 
cord, clincher, 30 x 3%, $7.25 each, 


32 x 414, $17.30; 33 x 4%, $18; 34 x 4%, 
$18.60; 33 x 5, $23.50. Discount 12% 
and 10 per cent. 


Tires.—Mansfield line, truck, 8-ply 
cord, 32 x 4%, $23.70 each, list; 33 x 





4 4.55; 30 x 5, $28.40; 34 x 5, 

$33.70; 35 x 5, $34.50; 10-ply, 32 x 6, 

5; 36 x 6, $51.80; 38 x 7, $72.60; 

12- ply, 36 x 8, $94.85; 40 x 8, $101.80. 
Discount 30 per cent. 

Tires.—Mansfield line, balloon, 4. ¥ 


19, $7.80 each, list; 4.50-20, $8.85 
5.00-19, $11; 5.25-18, $12.35; 5.25-20, 
$13.25; 5.50-19, $14.10; heavy duty 
6-ply, 4.40-21, $11.50; 5.25-21, $16.35; 


5.50- 30, $17.85; 6.50-19, $22.30; 7.30- 20, 
$34.50. Discount 121%4 and 10 per cent. 

Tires.—Mansfield line, balloon, 
double service, 4.50-21, $17.45 each, 











list, 5.25-21, $25.45; 6.50-18, $33.75; 
6.50-20, $34.50; 6.50-21, $36.15. Dis- 
count 30 and 10 per cent. 

Tire Chains.—30 x 3%, $4.50 a nen. 
list; 31 x 4, $5.50; 32 x ‘4, $5.50; 33 
4, $5.75; 32 x 4%, $6.25; 33 x 4, > 
$6.50; 34 x 4%, $6. 75; 33 x 5, $7.50; 
34 x 5, $7.50; 35 x 5, $8. Balloon, 27 
x 4.40, $4.50; 29 x 4.40, Bd 31 x 4.40, 
$5.50; 28 x 4.75, $5.25 x 4.75, $5.50: 
30 x 4.75, $6; 29 x 4 95, $5.20: 30 x 4.95, 
$6; 31 x 4.95, 5; 32 x 4.95, $6.25; 
33 x 4.95, $6.50; 34 x 4.95, $6.75; 28 x 
5.25, $6.76; rt x 5. 25, $6.75; 30 x 5.25, 
$6.75; 31 x 5.25, $7. One to nine pair: 


* discount 30 er cent; 10 to 49 pair in 
one shipment, 35 per cent discount; 
, 50 pair in one shipment, 40 per cent 
discount. 


BASEBALL GOODS. 

Bats.—Lloyd Waner, Jim Bottomly, 
3abe Ruth special, Rogers Hornsby 
special, Babe Ruth, Tyrus Cobb, 
George Sisler, Harry Heilmann, Paul 
Waner, Lew Gehrig, Rogers Hornsby, 
Hazen Cuyler and Travis Jackson, 
$18 per doz. net; Junior, $7.20; Junior 
Slugger, $5.40; Bin-go No. 20, $12 
burnt oil finish, $10.80; King of Field, 
$7.20: Champion, $4; Junior League, 
$3; Cr sack-a-jack, $2. 


BOATS. 

Toy Boats.—Tom Thumb iine, 
Speedster, No. 54, $4 per doz. net; 
Flash, No. 55, $8; Freight, No. 257, $8; 
Motor, No. 135, $4; Tugboat Colum- 
bia, $8. Speed, Flying Yankee, No. 
65, $28 per doz. net; No. 68, $48; No. 
73, $80. Seaworthy, sail, No. 126, $4 
per doz. net; No. 134, $8; No. 137, $12; 
No. 142, $16; No. 146, $20; No. 124, 
$24: No. 149, $24; No. $32; No. 
62, $40; No. 163, $60; No 166, $80; 
No. 165, $96; No. 167, $120. 


CORKS. 
Corks.—XX tapered, po 
ag of 500; No. 6, 92c. ; 


5, 84c. per 


$1.96; 
$3. 50: No. 18, $4. 
Corks. —Straight, No. 1144C, $6.90 per 
000 


Corks.—Assortments, No. 7- 20, $2.75 
per bag of 500. 
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DOOR SPRINGS. 


Door S$ a. 61, $20.42 per 
100 pet 0. 62, $24.30; No. 7 $36.4 
No, $3.25 per doz. net; No. 2, $2. 60: 
No. . $2.10. Perfection, “A end, 
No. 11, 45c. per doz. net; No. 12, 50c.; 
No. 13, 55c.; No. 14, 60c.; No. 15, 65¢. 


DRY MEASURES. 


ory Measures.—Sealed, 1-qt., $2.80 
per doz. net; 2-at., $3.47; 4-qt., $5.20; 
8-qt., $6.52; half bushel, $13.33. Sets, 


$31. 33 per doz. net. Above goods are 


not varnished. 


FIRE EXTINGUISHERS. 
Fire Extinguishers.—Standard, 2 
gal. containers, $9.60 each net; Buf- 
33/66 21%, gal, soda and acid type, 


FLUE CLEANERS, ETC. 
Flue Cleaners.—Soot destroyer, $4 
per doz. net. Flue scrapers, stove, 
No. 5, 60c. per doz. net. 


GRAFTING WAX. 
“pong Wax.—lIn 1-lb. containers, 
38c. per 1 in %-lb. containers, 40c. 
per Ib.; in "Y%-Ib. containers, 43¢. per 


HINGES. 
Hinges. —Screen door, Arcadia, Cad- 
mimum finish, No. 7, $1.80 per doz. 
net; No. 7, regular finish, $1.50. In 


PITTSBURG 





15 per gross pair net. 
165, double, 37c. per 
pair net; No. 193, single, $1.50 per 
doz. net. Columbia, No. 28, $6.28 per 
doz. net. Steel, No. 305, $1. 60 per doz. 
net. Brass, No. 335, $3. Ss per doz. net. 
Stanley, No. 158J, mss . per gross 
pair net. No. 151J, $18.75. 


half gross lots, 
Sargents, No. 


IRON AND STEEL. 


Steel.—Soft steel bars, $3.2544 per 
100 Ib. base; flats, $4.15; plain con- 
crete bars, $3.26%%; deformed con- 
crete bars, $3.26%4; tire steel, $4:50 to 
$4.75; open-hearth spring steel, $5 and 
$10; cruciblé spring steel, ry bands, 
$4.011% to $5: hoops at $5.50 to $6; 
half rounds, $4.90; ovals, $4. 90: hexa- 
$3.2614; cold-rolled steel, $3.95 


gons, 
to $4.45; toe-calk steel, $6; structur- 
als,, angles and beams, $3.36%4; 
plates, $3.3614 to $3.59. 
lron.—Refined, iron bars, $3.2644; 


best refined, $4. 60; Wayne, $5.50; Nor- 
way iron rounds, $6.60; squares and 
flats, $7.10. 


MOPS AND WRINGERS. 


Mops.—Betty Bright self-wringing 
mop, No. 10, $8 per doz. net; Betty 
Bright mop cloth, No. 20, $4 


NAILS. 


Nails.—Wire, from store, $3.10 per 
keg base; from mill, in car lots, $2.40 
per keg base, f.o.b. Pittsburgh; in 
less than car lots, $2.65. Cement 
coated nails, in car lots, $2.75 per 





f.o.b. Pittsburgh; in less 
than car lots, . Cut nails, from 
store, $4.25 per keg base; galvanized 
cut nails, from stock, 8d, and smaller, 
$6.25 per 100 Ib. base; larger sizes, 
$6.85.. Mill shipments, 8d, and smaller, 


keg base, 


$5.75 base; larger sizes, $6. 35. Hard- 
ened steel floor, direct shipments, 
$7.60 f.o.b. Wareham, Mass.; from 


store, $8.10. Western cut nails, direct 
shipments in less than car lots, $3.50. 
Tremont cut nails, direct shipments, 
$3.95 per keg, f.o.b. Wareham. 


RUBBISH BURNERS. 


Rubbish Burners.—Cyclone, No. 2, 
in lots of 6, or full bundles, $2 each 
net; in smaller quantities, $2.25 each. 

Covers, $2.12 per doz., net. 


SCRUB BRUSHES. 


Scrub Brushes. — Daisy, without 
handle, 20c. per doz. net; with handle, 
85c. Bunker Hill, with handle, $2.25 
per doz. ret. Hub, $2.75 per doz. net. 


TROWELS. 


Trowels.—Transplanting, No. 124, 
$1 per doz. net; garden, No. 700, $1; 
Steel, short handle, $1.20; steel, ‘long 
handie, $1.25; galvanized, short han- 
dle, 80c.; galvanized, steel handle, 
2; high grade steel, No. DS7, $7.38. 


WASH TUBS. 


Wash Tubs.—No. 
net; No. 300, $18. 


200, $15 a doz. 





(Pittsburgh office of HARDWARP AGE) 


PITTSBURGH, Jan. 21.—Jobbers in this district find business im- 
proving slightly, although sales are confined principally to small 


lots. 


A large part of this undoubtedly represents replenishment of 


inventories, and many dealers are still limiting their purchases to 


immediate needs. 


In canvassing trade on spring lines, jobbers find 


that retailers are generally optimistic, and many of them are dis- | 
posed to buy in the usual volume for seasonal business. Cold weather | 
items still constitute a fairly large proportion of the aggregate busi- 
ness now coming to retailers in this district, although staple lines 


are moving steadily. 


Price changes during the week were of a minor character, and | 
present quotations on most lines are being adhered to fairly well. 


Collections are rather slow. 


Steel company operations in the Pittsburgh district continue to 
show improvement, and the average ingot operating rate is now 
about 65 per cent of capacity. Specifications for sheets, strip, tin 
plate and bars have all shown considerable improvement since the 
first of the year, but new orders for steel have not been impressive. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 


RETAILERS, F.O.B. PITTSBURGH. 
AUTOMOBILE TIRES AND TUBES. 


Mansfield tires, 4 ply a type, 
29 x 4.40, $7.40; tubes, $1.50; 30 x 4.50, 
$8.25; tubes, $1.60; 29 x ti $9.55: 
tubes, $1.70; 29 x 5.00, $9.90; tubes, 
$1.75; 30 x ’5.00, 310 .20; tubes, $1.80; 
31 x 5.00, $10.60; tubes, $1.85; 32 x 
5.00, $11. 15; tubes, $1.90; 28 x 5.25, 
$11.10; tubes, a 85; 30 x 5.25, $11.90: 
tubes, $2.00 x 6.25, $12.50; tubes, 
$2. nad 29 x ‘so, $12.65; tubes, 2.25 


6.05; tubes, $2.35: 


6.00, $16.65; tubes, $2.30; 
$16. 95; tubes, $2.40; 83 x 6.00, $17.55: 
tubes, 2.55. 

Prices in all instances are each 
and are subject to discounts of 12% 
per cent on tires and 15 per cent on 
ubes. 





BATTERIES. 
Packages Packages | 

Broken Unit 
ee $2.22 $2.06 
No ; 2.97 
No 1.92 
No 2.80 
No 1.14 
No .39 
No. .97 
No. 1.30 
No 1.30 
No 1.92 
No. 1.79 





No. 6 dry om, | ignition type, unit 
packages, 36c. 

Flashli ht-No. 935, 6144c._ each; 
No. 950, 644c.; No. 790, 18c.; No. 705, 
ay ’No. 750, 13144c.; No. 791, 13c. 

a Shot.—No. 14 1, $1.67; No. 1661, 








, itade Has Shown Slight Improvement 
$ —Price Changes of Minor Character 


BOLTS, NUTS AND RIVETS. 


Boits.—All styles except stove and 
tire bolts per 100 pieces, 60 per cent 
off list; stove bolts, 75 and 10 per 
cent off list; tire bolts, 60 and 10 per 
cent off list 
mi. Nuts. at styles, 


Rivets. —Larger, $3.50 base per 100 
pieces; small wagon and tinners’ riv- 
ets, 60 per cent off list. 


| COAL HODS AND SHOVELS. 


Coal shovels, Monongah, No. 1, 
$10.50; No. 2, $11; No. 3, $11.50 per 
doz. Gail Black, No. 1, $9.25; No. 2, 
$9.75; No. 3, $10.25 per doz. Pace- 
maker, black , No. 1, $12; No. 2, 
$12.50; No. 3, $13 per doz. Pacemaker, 
half polished, No. 1, $12.50; No. 2, $13; 
No. 3, $13.50 per doz. Black gold, 
No. 1, $18.75; No. 2, $19.25; No. 
$19.75; No. 4, $20 per doz.; Coal Hods, 
Japanned, No. 5, 16 in., $3.25; 17 in., 


50 per cent off 


$3.60 per doz.; Galvanized No. 10, 
16 in., $4.30; 17 in.. $4.75; 18 in., 
5.25; 20 in., $7 per doz. Galvanized 


No. 70S, $8, and galvanized No. 86S, 
$8.40 per doz. Galvanized No. 25, 
15 in., $5.50; 17 in., $6 per doz. 


FERTILIZER. 


Old Gardener, agertent No. 1, 
$98.16; assortment No. 2, $59.95; as- 
sortment No. 3, $28.73. 

Koppers Velvet Lawn fertilizer, 
33% per cent off retailers’ selling fig- 
ures. 

Loma fertilizer, per case of 24 1-lb. 
cans, $3.60; per case of 12 5-lb. cans, 
$5.04; per case of 10 10-lb. bags, $7. 


FLASHLIGHT CASES. 


Winchester Flashlight Cases.—No. 
6414, 62c.; No. 6514, 68c.; No. 6824, 
$1. 43; No. 6921, $2. 40; No. 6924, $2.08; 
ali each. 

Winchester Assortment.—No. 1614. 
$2.94 per assortment; No. 6214, $5.04 
per assortment. 


GAME TRAPS. 
Diamond No. 21, $1.35 per doz.; No. 
21%, $2.44 per doz.; ; No. 22, $3.36 per 


doz. 
Victor No. 1, $1. 38 oe doz.; No. 
a: $2.44 per doz.; No. 2, $3.36 per 
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Triumph No. 1, $1.32 per doz.; No. 


1%, $2.20 per doz. 
ICE SKATES. 


Boys’ clamp skates, plain, 84c. per 
pr.; nickel-plated, $1.20 per pr. 

Hockey pattern, $1.10 per  pr.; 
nickel-plated, $1.30 per pr. 

Ladies’ clamp skates, plain, $1.20 
per pr.; nickel-plated, $1.50 per pr. 

MISCELLANEOUS TOOLS. 

Circular Saws.—6 in., $2.25 each; 
8 in., $3.00; 10 in., $4.00 

Cross Cut Saws.—Simonds Crescent 
Ground, Nos. 13, 22, 113, 133, 324 and 
325, 5 ft., $5.40; 5% ft., P G €.,. $7. 

Electric he oe $24 each; 
No. 142, $32; No. 122, 348: No. 562, 
$35.20; No. 382, $41.60. 

Files. —Disston, 50 and 10 per cent 
off list. Nicholson and Black Dia- 
mond, 50 per cent off list. Simonds, 
50 per cent off list. 

Garrage Vises.—No. 43, $2 each; No. 
4314, $38; No. 14, $5. 


PAINTING SUPPLIES. 


Ready mixed paints, best grades, 
$2.60 per gallon; lower grades, $2 
(white and dark greens, 15c. per gal. 
higher); white lead, 14%4c. per lb. in 
100-lb. lots; 10 per cent less in lots 
of 500 lb. or more, and extra 4 per 
cent less on lots of a ton or more; 
turpentine, 66c. per gal. in barrel 
lots; raw linseed oil, 16c. per lb., in 
barrels lots. 


RADIATOR AND REGISTER 


SHIELDS. 


Gem Adjustable Radiator Shields 
with Water Pan Humidifier: 
Gold Bronze Walnut 

Aluminum Mahogany Ivory 


Each Each Each 
No. 1W_....$3.50 $4.20 3.85 
No. 1AW .. 3.50 4.55 4.20 
No. 2W .... 3.85 4.55 4.20 
No. 3W . 4.20 4.90 4.55 
No. 4W . 4.20 5.25 4.90 





No. 5W .... 4.55 5.60 5.25 
No. 6W .... 4.90 6.30 5.60 
No. 6BW ... 4.90 6.30 5.60 
No. 7W .... 5.25 6.65 5.95 
No. 8W 5.60 7.00 6.30 

Register shields for floor use. Nos. 


ng 5, $12 per doz.; No. 10, $10 per 
oz. 

Register shields for wall use, Nos. 
2 and 15, $6 per doz.; No. 20, $5.20 
per doz, 


ROPE. 


* Plymouth manila rope, 23c. per Ib., 
base for % in. and larger; New Zea- 
land manila rope, 17c. per Ib., base 
for % in. and larger; Sisal manila 
rope, 15c. per lb., base, for % in. and 
larger. These prices are subject to 
the usual advance on smaller sizes. 


SASH WEIGHTS. 


Prices are unchanged at $42 a ton. 


SLEDS. 


Flexible Flyer Sleds, 
off factory list. 
Lightning Glider a. 
34 in., $1.20; 36 in., $1.35; 
47 in., $1. 90; 52 in., S326. 
All prices are net each. 


SPRINKLING CANS. 


Galvanized ee cans, 4-qt., 
$5.75; 6-qt., $6.50; 8-qt., $7,50; 10-qt., 
$8.40. All prices per doz. 


VENTILATORS. 


Continental line: 
metal center sorties: 63 
7 No. 87, $3.00; No. 82, $4.70; No. 

$4.35 per doz. net. "teeta 
sad frame gg ventilators, No. 


33%, per cent 


i. he 
, $1.7 $3; 


D - Flekt - Air 
No. 


V-836, $2.00 0. V-923 No. 
V-937, $2.00; No. V-949, $3.75; No. 
V-959, $4.40; No. V-1537, $3.45; No. 


V- 1549, $5.00 per doz. net. Conti- 
nental metal frame cloth ventilators, 
No. 833, $2.50; No. 837, $2.80; No. 845, 
$3.75; No. 1137, $3.45; No. 1145, $4.40; 





No. 1437, $5.00, and No. 1445, $5.00 
per doz. net. 

Diamond E, No. 33, $3 per doz.; No. 
01, $4.40 per doz.; No. 02, $4.80 per 
doz.; No. 03, $5.60 per doz.; No. 1, 
$5.20 per doz.; No. 2, $5.60 per doz.; 
No. 3, $6.40 per doz.; No. 4, $7.60 per 
doz.; No. 5, $8.40 per doz. 

Wurldbest Ventilators, No. 2, $1.75; 
No. 3, $2.00; No. 4, $2.50; No. 5A, 
$3.00; No. 6A, $4.00; No. 6B, $4.50 and 
6C, $5.00. These are list each prices 
and subject to a dealer’s discount of 
33% per cent. 


WIRE PRODUCTS. 


Fence Wire 


per 100 Ib. Anne aled Galvanized 
2.85 $3.30 


No. 6 to 9 gage.......$2.8 3.30 
BURR NURS card ciarelgee Ss wrens 2.90 3.35 
IN@e Des sictawiscoy soccsncate 2.95 3.40 
PRN ca 350d dswbastibie es 3.00 3.50 
IMCD Ly cass Sodinw ncaa: ee 3.65 
| Serer 3.85 
BRO EIN yh, 8ch 25,5. 0 bane ba oes 4.15 
Ce er | 4.35 

Barbed wire (per 80-rod spool): 
le. err 70 
eR ab adcaeewedasscusven 88 
COE SOE i baccesuseiceniasenses 4 3.12 
S-FOARE CREE oo ccc weciecicenss cess asee 
2-point cattle (special).......... 2.07 

Field Woven Wire Fence (per 100 
rods) 

EE sorte pik eros, div chaisniecace eos $39.80 
RO aici cece oes wecnee eee 
EME oy igaiec aan oa ted cwiaieie abies 27.70 
EE © aga wu dmlwidw Scsreeeop Da Waeae 37.00 
DR vo ccc ccctnee ta 65a weeiesrs ween 35.80 
MO sre Sir ie aaa hx apie Sie a arnlae gals 45.20 

No. 14% gage: 

Poultry and rabbit: small me — 
reer 
PER EEN ih's dre bi wtha et warelee eine ire 517.00 
PMs CARE ob oicare bss clalprdere siweetearaos 54.25 
PU BOER Gs sods Sarg asad sre onus 63.00 

Steel Fence Posts: 

Galvanized Painted 

Tubular Angle Steel 
eee ee ee COG. GACH ccccccues 
614 ft. ...........55¢e, each 38c. each 
(bee SE ners 65c. each 40c. each 
ke: RR re eae wate 45c. each 

Bright nails, base, per keg, $2.60. 


Retail Credit Men Urge Permanent Credit Survey 


Denoting the great demand for the re- 
sults of the National Retail Credit Survey 
of the Department of Commerce and the 
practical value of this information to re- 
tailers in general, delegates from the Na- 
tional Retail Credit Association Jan. 16 pe- 
titioned the department to place the survey 
on a permanent basis. Credit specialists 
who addressed the conference of executives 
and district managers of the Bureau of 
Foreign and Domestic Commerce said that 
the lack of current credit information for 
the country as a whole is one of the most 
serious deficiencies in the statistical set-up 
for distribution. Recurring statistics from 
which business trends may be determined 
are badly needed, it was pointed out, and 
the gathering of reports from a large num- 
ber of retail stores on their sales each 
month, the percentage done on a credit 
basis, the extent of installment sales, credit 
losses, the promptness with which accounts 
are being paid, and related facts will be of 
extreme value to business. 

James R. Hewitt, past president of the 
National Retail Credit Association, who 
headed the delegation, said that a regular 
compilation of the credit experiences of a 
large number of establishments will be of 
real value as a chart or guide for the in- 
dividual business man in carrying on his 
specific enterprise, as well as give the de- 
sired current information on the condition 
of business and retail sales in general. 

According to the plan presented for con- 





sideration, current credit data will be gath- 
ered from six types of retail stores, includ- 
ing hardware, in 22 large cities throughout 
the country. The lines of trade proposed 
in addition to hardware stores are depart- 
ment, furniture, men’s clothing and shoe 
stores and women’s specialty shops. 

Reports now are being compiled for pub- 
lication from the national retail credit sur- 
vey, a nation-wide inquiry in all lines of 
retail trade, which recently was completed 
by the department. This survey, which was 
begun in the fall of 1928, analyzes the net 
sales of approximately 20,000 establish- 
ments with total sales probably aggregat- 
ing more than $5,000,000,000. Among the 
data obtained are the kinds and extent of 
retail credit, credit losses, use of credit 
bureaus, use of finance companies, extent 
of returned merchandise, extent of install- 
ment credit, and collection percentages. 
The survey was undertaken by the depart- 
ment at the request of the National Retail 
Credit Association and was carried on with 
the cooperation of more than 1000 local 
credit bureaus. 

It was stated that a significant fact dis- 
closed by the survey is the high percentage 
of returned merchandise in the various 
lines of retail trade. By obtaining the facts 
on a monthly basis, as proposed in the per- 
manent establishment of the survey of cur- 
rent credit conditions it is hoped to more 
effectively solve this problem. 

The delegation of credit men to the de- 











conference consisted of Mr. 
Hewitt, chairman, legislative committee, 
\National Retail Credit Association; J. A. 
Bateer, the Hub, Baltimore; Alfred Cor- 
mack, the Hecht Bros. & Co., Baltimore, 
and R. P. Shealey, Washington Council, 
National Retail Credit Association. 


partment’s 





Most cellar steps are dark and can’t be 
easily seen. A 14-inch border of white 
paint around the edge of each step, with 
the bottom step completely painted, will be 
found most helpful by those who must use 
the stairs frequently 

x * * 

Metal paint applied occasionally to the 
furnace door and pipes, preserves the metal 
and greatly adds to the appearance of the 
cellar. 

x * * 

Many housewives wrap their linen in 
blue paper when storing it away in the 
linen drawer. This tends to keep the 
linen white. Why not paint the inside of 
the drawer blue? It will be found just as 
effective and even more convenient. 

* * * 

It is often possible to renew old window 
shades that are faded and worn, with two 
coats of paint. This can be accomplished 
by using a flat wall paint, thinned with 
some oil and quickly applied. A stencil 
design then applied, brings back the origi- 
nal freshness. 
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Segal Deadlock No. S666 


Segal Deadlock No. S666 has recently 
. been offered to the trade by the Segal Lock 
& Hardware Co., 12 Warren St., New 
York City. It has all the features found in 
Segal No. 666 lock, and also has a new 
pry-proof shutter, or cylinder backplate. 

When the cylinder is removed a shutter 
automatically covers the spindle hole. The 
manufacturer claims it is absolutely im- 





possible to pry open this lock after the 
cylinder has been removed. 

The lock is cast bronze and measures 
43%, in. by 234 in. It is adjustable 
to doors varying from 1% in. to 3 in. in 
thickness. This model may be used with 
angle strike for double doors opening out 
or in. It may also be used for double slid- 
ing doors and for single doors opening in. 

On single sliding doors and single doors 
opening outward model No. S667 may be 
used with a flat strike. Model S667 is a 
double cylinder lock for use with a flat 
strike. 

All of these models are packed one to 
the box in cases of 100. 





New Gardener Cultivator 


A combined weeder, mulcher and culti- 
vator is offered to the trade in the new 
American Gardner Cultivator. 

This cultivator is in reality four tools 
in one, consisting of a scuffle hoe, five- 
tooth cultivator, trenching plow and rotary 
hoe or mulcher, says the manufacturer. 





Three of these tools are mounted on a 
revolving head. The rotary hoe or mulcher 
is interchangeable with the trenching plow, 
one being removed by loosening one nut, 
the other being attached in its place in a 
few seconds time. 


Any tool on the revolving head is 





brought into use by loosening the large 
hand screw on the lower right-hand side 
of the frame and turning the head to lock- 
ing position. 

American Fork & Hoe Co., Cleveland, 
Ohio, is the manufacturer of the New 
American Gardener. The company claims 


that this tool will do anything that can be. 


done by any one of the tools separately. 


° 


New Drilling Stand 


The Hisey-Wolf Machine Co., Cihcin- 
nati, Ohio, has recently announced a new 
radial drilling stand with sensitive feed. 
This stand can be furnished for all Hisey 
portable electric drills up to and including 
7% inch capacity. 

The lever feed is operated through rack 
and pinion the same as a drill press, there- 








by permitting positive and sensitive control. 
The motor holding brackets are designed 
so that the portable drill can be attached 
without removing a single part of the 
machine. 

Brackets suitable for wall or post mount- 
ing are available with this stand. 


New Combination Tool 


A new combination tool for carpenters 
is being distributed by the Handy Products 
Co., 302 Broadway, New York City. It 
is known as the Mechanics Handy Com- 
bination and is made of polished aluminum, 





weighing two ounces. This tool may be 
used as: a left or right hand bevel; a 
plumb and level; a compass and square; 
and as a depth gage. 





The Level Cut Grass Shear 


The handles of this new grass shear 
placed on the market by Keiser Mfg. Co., 
Reading, Pa., have an up-and-down motion 
and are gripped as in a handclasp. Blades 
are of hollow ground steel, set correctly 
and held in proper tension with bolt and 
spring washer. 





A sturdy spring action between the han- 
dles insures positive opening. These shears 
can also be used for light pruning. The 
action of the blades is positive, and the 
connection between the lever and blades 
is direct. Handles are shaped to enable 
close cutting to the ground. Wiebusch & 
Hilger, Ltd., 106 Lafayette St., New York, 
N. Y., is distributing these shears for the 
Keiser organization. 


Pike Utility File 


Red Head Utility File is the name of the 
new file recently offered to the trade by 
Pike Mfg. Co., Pike, N. H. This file was 
designed primarily for the sharpening of 
sickles, grass hooks and similar garden and 
lawn implements. 





It is a light weight file measuring 13% 
in. in length. A display stand is packed 
together with each box of one dozen files. 
The display stand holds one file in upright 
position. At the base of the stand is listed 
some of the uses to which the file may be 
put. 
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SRESSeTHE ONLY SHOT THAT COUNTS IS THE SHOT THAT HITS. 7 


A fixture that sells goods— 


free with these attractive knives 










t WISH the photograph were in full col- 
ors so you could see how these hand- 
some knives stand out against the rich 
green tone of the wood. This Merchan- 
diser shows the goods in a way that will 
stop every sportsman, and every outdoor 
man or woman, boy or girl. 


It’s designed for use in three different 
ways: 


Renn gon, 


In the window 
On the showcase 
In the showcase 


You can put it where the customers 
can actually pick up the knives and 
handle them. The real sportsman 
wants to get the “feel” of them. 


The Merchandiser contains two 
each of eight patterns that are 
popular from coast to coast. They 
retail at popular prices—from 
$2.00 to $4.00. The dealer makes 
a liberal profit on this assort- 
ment, and he gets free a perma- 
nent fixture that will add to the 
attractiveness of any store. 


Ask your jobber about the 
Remington RH-1629 Merchan- 
diser. Place your orders now 
and do a profitable year 
*round business in these na- 
tionally advertised sheath 
knives. 


Rf Planar sre 


President 


REMINGTON ARMS COMPANY. Ine. 


Originators of Kleanbore Ammunition 





RH-1629 Merchandiser 







25 Broadway, New York City Telephone Digby 0766 


Manufacturers of Arms, Ammunition, Cutlery, and Cash Registers 
C. 1930 R. A. Co. 
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Hot of the Nail Ke 


Little yarns that others have laughed 
over culled from various sources. As a 
contemporary puts it: “Some of them 
have been copied, the rest will be.” 











“Here you are, sir,” cried the hawker, 
extending a bouquet. “Buy some nice 
flowers for your sweetheart.” 


“Nothing doing,” responded the 
young man. “I haven’t got a sweet- 
heart.” 


“Buy some flowers for your wife, 
then.” 

“Wrong again,” 
“I’m not married.” 

“Well, then, guv’nor, buy the bloom- 
ing lot to celebrate your luck.” 


was the answer. 





“T reckon,’ said the first farmer, 
“that I get up earlier than anybody in 
the neighborhood. I am always up 
before three o’clock in the morning.” 

The second farmer said he was al- 
ways up before then and had part of 
the chores done. The first farmer 
thought he was a liar and decided to 
find out. A few mornings after he 
got up at two o'clock and went to the 
neighbor’s house. He rapped on the 
back door, and the woman of the 
house opened it. 

“Where is your husband?” asked the 
farmer, expecting to find his neighbor 
in bed. 

“He was around here early in the 
morning,” answered the wife, “but I 
don’t know where he is now.” 





’Arry: “Heard of the latest in poi- 
sons ?” 

Plane: “No. What is it?” 

’Arry: “Airplane poisoning. One 


drop is usually sufficient.” 





Foreman: Pat, you had no right to 
touch that wire. Don’t you know you 
might have been killed by the shock?” 

Pat: “Sure. I felt it carefully be- 
fore I took hold of it.” 





New Yorker (incredulously): “And 
you mean to say that in California you 
have 365 days of sunshine a year?” 

The Man from Los Angeles: “Ex- 
actly so, sir, and that’s a mighty con- 
servative estimate.” 





Customer: “Nice dog you have there. 
He seems very fond of watching you 
cut hair.” 

Barber: “’Tain’t that; you see some- 
times I make a mistake an’ snips off a 
piece of a customer’s ear.” 





The late Booker T. Washington used 
to tell a story of his meeting a colored 
woman and asking: “Well, Miranda, 
where are you going?” “I’se goin’ no- 
where, Mr. Washington,” was the re- 
ply. “I’se been where I’se goin’.” 





“All this part of the country needs 
to become the garden spot of the world,” 
said the real estate promoter, “is good 
people and water.” 

“Huh,” replied the prospect; “That’s 
all Hell needs.” 





“You worm! What do you mean by 
coming home at this hour?” 

“Every other place was shut, my 
love.” 





Mr. Staylate (to fiancée): “If I had 
enough money I’d travel.” 

Her father (from next room) : “Just 
how much do you need?” 





If you buy booze, be careful 
Where and how you spend your jack; 
You’re only living here this once, 
And the stork can’t bring you back. 





“T. may tell you that we are vege- 


tarians.” 
Girl (anxious to be hired): “That's 
my church, too, mum.” 





Two stuttering blacksmiths had fin- 
ished heating a piece of pig iron, and 
one placed it on the anvil with a pair 


of tongs. 

“H-h-h-hit it,’ he stuttered to his 
helper. 

“Wh-wh-wh-wh-where?” asked the 
other. 


“Aw, h-h-h-h-heck, we'll have to 
h-h-heat it again now.” 





Two tramps walking along the rail- 
road found a bottle of high powered 
moonshine. One took a drink and 
passed it to the other. And so forth, 
until the bottle was empty. 

After awhile one puffed out his chest 
and said, “You know, Bill, tomorrow 
I’m going to buy all the railroads in 
the country, all the automobiles, all the 
steamboats, all the hotels—everything ! 
What do you think of that?” 

Bill looked at his companion dis- 
paragingly and replied, “Impossible, 
can't do it.” 

“Why not?” 

“I won't sell.” 





Colonel (to stranger at golf club): 

“I hate these modern girls. Look 
at that creature over there! Fancy 
her parents letting her go about in plus- 
fours and an Eton crop. Bah!” 

Stranger: “That, sir, is my daugh- 
ter.” 


Colonel: “Oh-er, sorry! I didn’t 
know you were her father.” 
Stranger: “I’m not. I’m her 
mother.” 





Customer: “I don’t like these pic- 
tures. They don’t do me justice.” 

Photographer: “Justice? Lady, what 
you want is mercy.” 





Club Waiter: “There is a lady out- 
side who says that her husband 
promised to be home early tonight.” 

All (rising): “Excuse me, gentle- 
men.” 





Abe: “Do you play golf vit knick- 
ers?” 
Levi: “No; vit white people.” 





Judge: “How did the accident oc- 
cur?” 

Culprit: “My wife fell asleep on the 
back seat.” 





She: “Haven’t I always been fair to 
you?” 

Heff “Yes, but I want you to be fair 
and warmer.” 
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he Buitder ana Contractor 





the Architect and Home Owner 


the Reat Estate Devetoper... 


KNOW 


that a building ““Segalocked 
against Burglary has added Value”? 


When you sell Segal lock-sets you sell more than a mechanism 

of quality construction, more than attractive hardware .. . 

you sell an IDEA. That idea is burglar-proof protection 

..» “Segalocked Buildings.”’ That idea does not stop with 

The Segal type of lock-sets solves both the  YOUT sale. It gathers momentum; it helps the architect, 
problem of decorative hardware an 


neneel comity. builder and contractor plan buildings with greater security 
. .. whether they be hotels, factories or apartments. 


It gives the real estate developer and salesman an extra 
equipment feature that speeds the rental of apartments and 
the sale of homes. 


This idea means more profit to you. It puts Segal locks above 
price-cutting competition. Your sale is made on merit that 
commands a profit. Alert hardware merchants everywhere 
use Segal locks as business getting leaders for their entire 
line of builders’ hardware. 





If you are interested .. . investigate! Write us now! 


TRADE 


MARK SEGAL LOCK and HARDWARE COMPANY, INC. 
12 Warren St., New York, N. Y. 


SEGAL 


Burglar Proof LOCKS 
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There Are Many 
Ways To Gain 
The Women’s Trade 


ND this trade is 

well worth hav- 
ing! Do you know 
that in some sections 
49% of the customers 
are women? How 
many of your custom- 
ers are women ? 


Items such as paint, 
varnish, lacquer, 
: housefurnishings, 
kitchenware, electri- 
cal supplies, etc., all 
lend themselves to 
displays and sales 
: ideas that willattract 
women to your store. 


Wie 


Read the accounts 
that appear in Hard- 
ware Age telling how 
merchants every- 
where are gaining 
this desirable trade. 


Hardware Age 


239 West 39th St. New York City 


C 
u 
a 7 Toews 





Kalamazoo Firm Attracted Attention 
with Window Display of Antiques 


During Centennial 


ALAMAZOO, MICH., recently celebrated the hun- 
dred years which have transpired since the city was 
settled with a fitting centennial and historical review. 
Enterprising local merchants were quick to grasp the 
opportunity to coordinate their window displays with 
the event by featuring displays of old-fashioned articles 








which were in general use a century ago. Through this 
foresight they were able to share in the widespread 
publicity given to the celebration, which aroused the 
interest of the entire community. 

One of the most attractive windows was arranged by 
the Sprague Hardware Company. The display, which 
is illustrated, featured a “swift” spinning wheel, grand- 
father’s clock, candle molds, “sputter” lamp,’ candle 
snuffer, and the sort of parlor chair used a century 
ago. The grandfather’s clock proved to be the principal 
attraction, as its works were made of wood. ‘It is a 
family heirloom, as it was purchased by Mr. Sprague’s 
grandfather. The manufacturer’s label is still intact and 
reads, “G, W. Bartholomew—Manufacturer of Im- 
proved Clocks—Warranted If Properly Used,” which 
would appear to signify that manufacturers in business 
a hundred years ago also had confidence in the adver- 
tising value of the printed word. The provision made 
as to the warranty—If Properly Used—shows they also 
appreciated the fact that many purchasers have a ten- 
dency to abuse or misuse a guaranteed article. 

Hardware merchants in many localities are finding 
electric clocks a’ fast selling line at present. A window 
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display of electric clocks, with a grandfather’s clock of 
the type described as the central attraction, would en- 
able any passer-by to visualize the progress made in clock 


manufacture during the past 100 years, and should lead 


to additional sales of electric clocks. 


Salesmen Blamed for Loss of 167 Sales 
Out of 200 Recently Analyzed 


Retail salesmen’s inadequate information on the mer- 
chandise they sell was found responsible for one-fourth 
of the 200 losses of sales analyzed in a Mid-West store, 
according to the Store Salesmanship Bulletin of the 
Dartnell Service Corporation. Salespeople were held re- 
sponsible for all except 23 of the 200 lost sales, only the 
reasons, “Out of Stock,’- “Condition of Stock,” and 
“Poor Merchandise,” not being assignable to them. 

The following reasons were given for the loss of these 
200 sales: 


Ignorance of Merchandise.............. 50 
SNE 6 kaw anes cco euchiws sss 30 
Improper Handling of Customer........ 23 
PORONNT FUOUIONES fisinsss 0 dea wit ols 20 
SPE STG Coho us fel Saco os aie 17 
Insolence of Salespeople............... 12 
Customer Kept Waiting............... 11 
Impatience with Customer............. 10 
Pee BOE TAS aie cee: 6 
ee. a ee ee 5 
Unfamiliarity with Stock............... 15 
Poor Merchandise... .......2.,..0.005: ] 

RE Hasek hp wine oad bad oy Pe ANS eS) 200 


Department Store Executives Criticise 
One Another’s Establishments 


A cooperative arrangement under which five depart- 
ment stores in as many southern cities profit by one 
another’s criticism and advice is reported in Printers’ Ink 
to be functioning satisfactorily. The plan involves no 
sacrifice of independence by member stores but the ex- 
change of their confidential figures and mutual consul- 
tation on the factors which enter into the running of a 
store. 

The executives of these stores hold three-day meet- 
ings quarterly, rotating meetings among member stores. 
The first day is devoted to scanning figures, sales plans, 
and buying. The second day the group divides and 
surveys the store from top to bottom. The third day re- 
ports made by each committee are discussed by the entire 
group. Store-wide sales are held four or five times each 
year, buyers from all stores going to New York to- 
gether, thus securing the advantages of a chain, without 
loss of enthusiasm of individual buyers. 





Only 
this much 
Space 

is needed 












to Mount 
the “94” 











POWER 


Scant 
Space 


Power enough to swing a casement winlow 
through a full 90 degrees with only 3% 
turns of the handle. Yet this little box of 
energy mounts on stools as narrow as 14”. 
When you ask what has been sacrificed to 
attain this ideal, the best point of all is 
revealed by the answer: All the perform- 
ance features of casement operators of 
any size are packed into the 


RIXSON No. 94 Casement Operator 






© seeour “a 
talogu: 


Catalogue 






In the 1930 Edition 


Write for full 
see page C3016. 


information. ; 
THE OSCAR C. RIXSON COMPANY 
4450 Carroll Avenue Chicago, II]. 


New York Office: 101 Park Ave., N. Y. C. 
Winnipeg 


Philadelphia Atlanta New Orleans’ Los Angeles 












dA 


WW 





Oe] 











KLYWI 
Builders’ Hardware 


Overhead Door Checks 
Floor Checks, Single Acting 
Floor Checks, Double Acting 
Olive Knuckle Hinges 
Friction Hinges 


eee 


Casement Operators & Hinges 
Concealed Transom Operators 
Adjustable Ball Hinges 
Butts, Pivots and Bolts 
Door Stays and Holders 
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American Merchandise Well Displayed Abroad 


From Amsterdam, Holland, comes this interesting 
and attractive window display devoted entirely to hand 
and electric power tools made by Stanley Works, New 
Britain, Conn., whose vice-president, J. E. Stone, recent- 
ly returned from a European trip which included a visit 
to Amsterdam. Like all Americans in foreign cities 
Mr. Stone was delighted to see American flags and 


American merchandise so prominently displayed in this 
Dutch store operated by S. Van Embden. A good 
tool window, well lighted, is as valuable an asset in the 
hardware business today as it ever was, and nothing will 
help the sale of good tools as much as these displays. 
This complete display of American tools in an Amster- 
dam, Holland, hardware store should be an inspiration 
to American hardware merchants. 








Better Trade Relations 
Indicated for 1930 


Indications are that the year 1930 
will mark outstanding progress in the 
betterment of trade relations by co- 
operative action, the abandonment of 
uneconomic and unethical practices and 
the development of sound standards, 
were plentiful as the old year closed, 
according to the Chamber of Commerce 
of the United States. It was stated 
that with the momentum already 
gained the trade practice conference 
movement shows every sign of advanc- 
ing even more rapidly during the cur- 
rent year than it did in 1929. As sec- 
retary of the Trade Relations Commit- 
tee of the National Chamber, Henry P. 


| Fowler will assist in preparations for 
trade practice conferences. 





Holiday Business Held Up Well 


That holiday business held up well 
is shown by reports from the Post 
Office Department pointing out that 
postal receipts at 50 industrial cities 
throughout the country in December, 
1929, showed an increase of $234,363.30 
or 5.41 per cent over those for Decem- 
ber, 1928. The total of such receipts 
for December, 1929, were $4,565,346.48 
as against $4,330,983.18 for the corre- 
sponding month in 1928. The reports 
also showed that postal receipts for 50 
selected cities for the country, aside 





from the industrial cities mentioned, 





showed an increase of $812,479.06 or 
2.03 per cent in December, 1929, over 
those for December, 1928. The total 
receipts for December, 1929, were $40,- 
784,848.98 as against $39,972,369.92 for 
the corresponding months of 1928. 

The five leading industrial cities 
with their percentages of increase in 
December, 1929, were Albany, N. Y., 
29.56; Atterbury, Conn., 27.59; Spring- 
field, Ohio, 27.43; Phoenix, Ariz., 18.59; 
Schenectady, N. Y., 15.43. 

The six leading cities in the other list 
together with the percentages of in- 
crease in December, 1929, were Des 
Moines, Iowa, 25.61; Dayton, Ohio, 
12.61; Denver, 10.94; Los Angeles, 
10.43; Atlanta, 8.43; Grand Rapids, 
Mich., 8.43. 
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For Over 
80 Years 


Skilled Mechanics 
Have Accepted 


BROWN 


d 
SHARPE 
TOOLS 


as 
the Standard 


for 


Accuracy 
and 


Reliability 


This acceptance built upon years 
of satisfactory performance 
makes Brown & Sharpe Tools 
easier to sell. 


Send for a copy of Small Tool Catalog 
No. 31. Brown & Sharpe Mfg. Co., 
Providence, R. I. 


BROWN & SHARPE 
TOoOLs 


“World’s Standard of Aceuracy”’ 
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at the 


Toy 








NEW YORK 
200 Fifth Ave. 
CHICAGO 

















Av’ Nationally 


ARCADE © TOYS 


These “hardwear” toys have doubly 


proved themselves to hardware dealers 
who keep an all-year-round toy display. 
Their turnover is continuous. The chil- 
dren who buy Arcade Cast Iron Toys 
are potential customers. of the future. 
Appeal to them with Toys the year- 
round. 


eMade by the ‘Tiny Arcadians 


Write us for Catalog - Ask your Jobber for Prices 


ARCADE MANUFACTURING CO. 


FREEPORT - - + ILLINOIS 


553 W. Randolph St. 


Advertised 


New York 








5th Ave. Bldg. 


The Toy Center 


Room 307 
Feb. 3 - Mar. 1 





No. 248X Mack Dump Truck 


McCormick Deering Spreader 


DALLAS J. T. ROWNTREE 
D. D. Otstott, San Francis co Sa alt Ja ake City 
Inc. Lo An angele a 
Santa Fe. Bldg. Der Pe mo nd 
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of hones: American 


November Exports Show Drop | accordance with the state of the Federal 


While Imports Increased 


Merchandise exports from the United 
States to*all grand divisions in November 
were considerably under those of the same 
month in 1928 but imports with the ex- 
ception of those from Europe and North 
America, showed increases, according to 
an analysis of our foreign trade for the 
month, prepared today by the Department 
of Commerce. 

Total exports for the month were $442,- 
281,995, against $544,912,294 in November, 
1928. Shipments to Europe totaled $222,- 
703,815 against $274,484,974; North Amer- 
ica, - $103,601,022 against $118,276,481; 
South America, $36,436,918 against $49,- 
826,480; Asia, $56,036,685 against $74,- 


775,197; Oceania, $14,181,681 against 
$15,449,361; and Africa, $9,321,874 against 
$12,099,801. Imports totaled $338,552,833 


against $326,565,183, classified as follows: 
Europe, $106,815,922 against $107,254,074 ; 
North America $73,253,753 against $78,- 
920,620; South America, $46,431,565 against 
$41,228,759; Asia, $99,933,392 against $90,- 
580,647; Oceania, $2,912,621 against $2,- 
266,691; and Africa, $9,205,580 against 
$6,314,392. 

Outstanding declines in exports were 
shown for France, from $31,109,884 in 
November, 1928, to $26,797,215 in the same 
month last year; Germany, from $65,562,- 
810 to $41,458,212; the Netherlands, from 
$13,844,300 to $10,731,546; United King- 
dom, from $105,460,658 to $84,752,822 


| Canada from $77,229,438 to $68,002,170; 


quality have built) 
up a demand tor 
Maydole Hammers 
that is of real value 


to you. 


You’ll sell more hammers if you 

display and recommend Maydoles. 

Your jobber can supply you with 

standard assortments or the styles 
and weights you need. 


Write us for counter cards and a free 
supply of Pocket Handbooks 23 “*C”’ 


May HAMM. o ole 


ales 


The David Maydole Hammer Co..Norwich NY 





| 

















Argentina, from $18,395,987 to $13,514,811 ; 
Brazil, from $10,187,354 to $6,742,155; 
Colombia, from $6,157,305 to $2,673,093; 
China, from $16,043,623 to $8,741,951; 
Japan, from $37,197,995 to $28,097,080. The 
most notable increase was in exports to 
Soviet Russia in Europe, $9,636,848, against 
$892,256 in 1928. 

Increased imports included advances 
from $10,478,941 to $12,134,727 in receipts 
from Italy, $41,637,545 to $42,525,301 from 
Canada, $5,555,490 to $11,236,004 from 
Argentina, $9,323,498 to $12,306, 375 from 
British India, $14,264,259 to $17,991,148 
from British Malaya and $31,942,883 to 
$39,239,509 from Japan. Declines included 
drops from $15,095,553 to $13,523,824 in 
imports from France, $28,155,930 to $24,- 
081,418 from United Kingdom, $10,933,702 
to $7,878,128 from Mexico, $18,016,410 to 
$14,592,214 from Brazil and $14,257,904 to 
$12,082,844 from Cuba. 


Personal and Corporation 
Income Taxes Are Reduced 


Lower taxes will be paid by individuals 
and corporations on 1929 incomes. The act 
passed by Congress and approved by the 
President last month applies expressly to 
that year. While discussions of tax reduc- 
tion were in progress before the evidence 
of business recession appeared, the act as 
it was introduced and passed, formed part 
of the administration’s program for encour- 
aging business and, to that extent, it may 
be considered emergency legislation, with 
rates for later years to be determined in 











budget. 

The bill was enacted quickly and with 
comparatively little opposition, although 
efforts to employ the $160,000,000, the esti- 
mated amount of reduced taxation, in other 
ways were not lacking. Proposed amend- 
ments to the tax bill included projects to 
reduce freight rates on farm products by 
a like amount instead of cutting taxes; to 
devote the revenues to relief of the to- 
bacco industry instead of reducing taxes; 
to employ $160,000,000 on construction 
work—$100,000,000 for roads and $60,000,- 
000 for public buildings and other substi- 
tutes and, variations for the straight plan 
of tax reduction. All amendments were 
defeated and the relief afforded will be 
felt by individual and corporate tax payers. 
The individual will benefit in the smaller 
amounts he pays; and this will be felt 
throughout the year. Corporations, which 
ordinarily set up reserves for income tax 
payments will benefit immediately through 
the release of one-twelfth of the amount 
of their tax reserves for other corporate 
purposes. 


A general reduction of 1 per cent is made 
in the tax rate. Thus on incomes of $4,000 
or less the rate on 1929 incomes will be 
4 of 1 per cent instead of 1% per cent. 
On incomes from $4,000 to $8,000 the. new 
rate is 2 per cent instead of 3 per cent and 
on incomes over $8,000 the rate is 4 per 
cent instead of 5 per cent. Tax rates for 
corporations, life insurance companies and 
non-mutual insurance companies are all 
reduced from 12 to 11 per cent and 1 per 
cent reductions apply to the income of 
non-resident aliens and to amounts withheld 
at the source. 


Surtax rates remain unchanged. The 
effect of the new taxes on different classes 
of income tax payers is to bring about a 
marked reduction in the taxes paid by the 
lower income recipients, both in actual 
amount and percentage decrease. The tax 
bill of those who report incomes of under 
$10,000 (and numerically this group is 
nearly ten times larger than any other) is 
reduced by $25,000,000 or 55.56 per cent. 


? 


Says American Advertising 
Is Improving 


Sir Charles Higham in the course of a 
recent address before the Publicity Club 
in London stated that American advertising 
is achieving higher standards. “For the 
first time in ten years American advertis- 
ing is comparable to English advertising 
from the writing point of view,” he con- 
tinued. “The jazz style of advertising has 
now almost entirely disappeared.” 


The speaker said that the most striking 
trend in American advertising was the 
growth of the newspaper as an advertising 
medium. In an American campaign the 
media used to be apportioned on the basis 
of 30 per cent for newspapers, 30 per cent 
for magazines, 30 per cent for street-cars, 
billboards, etc., and 10 per cent for direct 
mail. Now the tendency is to increase 
newspaper and direct-mail advertising. 
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One Line of Paint Well Displayed 
Spells More Profitable Sales 


(Continued from page 41) 


want in the paint line. That’s one big reason why Al G. 
Wright and those around him continue to sell paint on 
a merchandising scale. 

In somewhat the same fashion Mr. Wright and his 
mercantile team push their other lines. Results in the 
sporting goods department have been good of late, large- 
ly for similar reasons. The man in charge has a follow- 
ing among baseball and golf fans, talks their language 
and sells them most of those “playthings” which mean 
so much in the life of a normally developed citizen. 

Fishing-tackle, of course, is not neglected. Many 
a good fish story is narrated in the Wright store. It’s 
just the right store for that sort of conversation, which 
means that it’s the right place to buy fishing-tackle. 

Early in November each year an impressive array of 
holiday goods is assembled in a neat and orderly pres- 
entation. Wheel goods, electric percolators, electric corn 
poppers, waffle irons and various electric appliances are 
included, as well as casserols, baking dishes, cutlery and 
silverware. This extra effort never fails to bring extra 
business. 

Mr. Wright is a one-line merchant. He distrusts 
any tendency toward the scatteration of his selling pres- 
sure. He handles one line of builders’ hardware, one 
line of pocket-knives, one line of aluminum ware, one 
line of golf clubs—and, as has been stressed, one line 
of paint. “In this way,” he says, “I am able to get 
a better turnover and make a better showing of the goods 
we have to sell.” 

Neatness prevails throughout the store. The stock 
is well kept. But above all, perhaps, complete and con- 
stant attention is given to the windows. There, he thinks, 
is where display counts the most, for an inviting win- 
dow gets the interest of the passerby and often imme- 
diately lures him inside. ‘Window space, when put to 
good use, pays,” he says. 

Probably few items appear more regularly in the 
Wright windows than paint. In his experience it has 
proved a real “Doctor of Merchandising.” 


Toronto, Canada, Is Chosen for 


1930 Paint Convention 


The new Royal York Hotel at Toronto, Canada, will 
be the scene of a joint annual convention of the National 
Paint, Oil and Varnish Association together with the 
American Paint and Varnish Manufacturers’ Association 
and the Federation of Paint and Varnish Production 
Clubs. 

The convention, to be held during the week of Oc- 
tober 13 next, will constitute probably the largest gath- 
ering of paint and varnish producers in the world. 
Some 1200 members are expected to attend, and elabo- 
rate plans are being made for the entertainment of dele- 
gates and visitors. 





_ TACKS ON PARADE 


{ \ \ BAKATAX can pass in review before, the, 
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most particular buyers and carn a prominent 
counter position because. of modernly- 


{ designed, colorful display packages. 
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GEO. BAKER & SONS, INC. 
BROCKTON, MASS. 










They Sell 


easily because 
they servewell 


Quality is readily apparent in Fair- 
mount Drop Forged Tools. They sell 
readily wherever they are displayed. 


But what is equally important is the 
fact that once the workman uses these 
tools, he is thereafter a Fairmount 
booster and a steady customer. 


Tempered and forged by skilled 
workmen who are instructed to “build 
in a maximum of service,” these tools 
stand an unbelievable amount of 
* punishment. 

Thus, do they sell easily because 
they serve well. And thus do thev 
become highly profitable for the hard- 
ware merchant. 

The popular numbers shown here 
are made in a variety of types and 
sizes. Prices and descriptive material 
will be sent on request. Write today. 


‘AIRIHOUNT 


IF TOOL — FORGING co. Ali? 


GIVE SERVICE ANDO SATISFACTION 











The Spring Buying Number 
of HARDWARE AGE 
will be published on 

February 6, 1930 


\av 
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Washer Makers 
Since 1885 


Experience counts. When you buy 
Wrought and Steel Plate Washers 
from us you will find them right in 
every way. Any kind. Any size. 
hee STAMPINGS. 


Our prices are right, because of large 
quantity production. Send for illus- 
trated Catalog which describes our 
Complete Line. 


Wrought Washer Mfg. Co. 
54 South Bay St., Milwaukee, Wis. 
The World’s Largest Producer of Washers 














LINGERWETT 
REMOVER = 


We stand squarely back of every can 
of Lingerwett Remover with an uncondi- 
tional guarantee. 

Strong full page advertising continues, 
month by month, to create an increasing 
demand for America’s largest selling 
remover. 


THE WILSON-IMPERIAL CO. 
Newark, N. J. 














Better Hardware 
for STORM 
SASH DOORS 


AND 
PORCH ENCLOSURES 


including improved Hangers and 
Fasteners for Storm and Screen 
Doors and Windows. Phenix 
Hardware insures comfort. Easy 
to open for cleaning or ventila- 
tion. Recognized for superiority. 


Phenix Mfg. Co. 
032 Center St., Milwaukee, Wis. 



































PRENTISS VISES 

CHENEY NAILERS 

CHENEY HAMMERS 
Quality tools that build profitable 


business for you. 
Send for our latest catalogs—now. 


PRENTISS VISE CO. 
106-110 Lafayette St. New York || 








Coming Hardware Conventions 


AMERICAN HARDWARE MANUFACTURERS ASSOCIATION AND 
SouTHERN Harpware Joppers’ ASSOCIATION JOINT CoNn- 
VENTION, Galveston, Tex., April 7, 8, 9, 10, 11, 1930. Charles 
F. Rockwell, sec.-treas., 342 Madison Ave., New York. 


ARKANSAS Retait HARDWARE ASSOCIATION CONVENTION, 
Marion Hotel, Little Rock, May, 1930. Exact date to be 
decided later. L. P. Biggs, sec., 815 Southern Trust Bldg., 
Little Rock. 

CALIFORNIA RETAIL HARDWARE AND IMPLEMENT AsSO- 
CIATION, San Francisco, Feb. 18, 19, 20, 1930. Headquar- 
ters, Hotel Whitcomb. LeRoy Smith, sec., 112 Market St., 
San Francisco. 

Connecticut Harpware AssocIATION CONVENTION, 
Hotel Bond, Hartford, Feb. 18-19, 1930. Henry S. Hitch- 
cock, sec., Woodbury, Nutmegger Party, Feb. 19. 


HARDWARE ASSOCIATION OF THE CAROLINAS CONVENTION, 
Myrtle Beach, S. C., June 10, 11, 12, 1930. Arthur R. 
Craig, sec.-treas., 804-6 Commercial Bank Bldg., Charlotte, 
a om 


IpAHO RETAIL HARDWARE AND IMPLEMENT DEALERS As- 
SOCIATION CONVENTION, PocATELLO, Jan. 28, 29, 30, 1930. 
E. E. Lucas, sec., Hutton Bldg., Spokane, Wash. 


Int1no1is Retart HaArpwARE ASSOCIATION CONVENTION 
AND Exursition, Hotel Sherman, Chicago, Feb. 11, 12, 13, 
1930. Paul M. Mulliken, managing director, Elgin. 


INDIANA RETAIL HarpwareE ASSOCIATION CONVENTION, 
Manufacturers Building, Indiana State Fair Grounds, In- 
dianapolis, Jan. 28, 29, 30, 31, 1930. G. F. Sheely, sec., 
911-913 Meyer Kiser Bank Bldg., Indianapolis. 


Iowa Reta HArpwWARE ASSOCIATION CONVENTION AND 


Exursition, Hotel Savery and Des Moines Coliseum, Des 
Moines, Feb. 11, 12, 13, 14, 1930. A. R. Sale, sec., Mason 
City. 


LouIsIANA Retrait HARDWARE AND IMPLEMENT ASSOCI- 
ATION CONVENTION, Hotel Roosevelt, New Orleans, June 9, 
10, 11, 1930. Guy Nason, sec., Starkville, Miss. 


MIcHIGAN RETAIL HARDWARE ASSOCIATION CONVENTION 
AND Exuisition, Grand Rapids, Feb. 18, 19, 20, 21, 1930. 
Headquarters, Hotel Pantlind. Exhibition will be held at 
Klingman Exhibition Bldg. A. J. Scott, sec., Marine City. 


Minnesota Retair HARDWARE ASSOCIATION CONVEN- 
tIoN, Minneapolis, Feb. 18, 19, 20, 21, 1930. Charles H. 
Casey, manager, 2344 Nicollet Ave., Minneapolis. 


Mississipr1 Retatt HARDWARE AND IMPLEMENT AsSO- 
CIATION ConvENTION, White House, Biloxi, June 16, 17, 18, 
1930. Guy Nason, sec., Starkville. 


Missourt Retatt HarpwareE ASSOCIATION CONVENTION 
AND EXHIBITION, Bes Hotel Jefferson, St. Louis, Jan. 28, 
29, 30, 1930. F. X. Becherer, sec., 5106 No. Broadway, St. 
Louis. 

MontTANA IMPLEMENT AND HARDWARE ASSOCIATION Con- 
VENTION AND EXHIBITION, Billings, Feb. 3, 4, 5, 1930. H. A. 
Caraway, manager of exhibits, Billings. A. C. Talmage, 
ec., Bozeman. 


NATIONAL RETAIL HARDWARE ASSOCIATION CONGRESS, St. 
Louis, Mo., June, 1930. Herbert P. Sheets, managing di- 
rector, 130 E. Washington St., Indianapolis, Ind. 


Tuirp ANNUAL NatIonaL House FurNISHING ExuIBITt, 
Chicago, Ill., Jan. 19 to 29, 1930. Headquarters, Palmer 
House. Warren Edwards, sec., 105 West Adams St., Chi- 
cago, Ill. 
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NEBRASKA Retait HARDWARE ASSOCIATION CONVENTION, | 


Omaha, Feb. 4, 5, 6, 1930. Headquarters, New Paxton 
Hotel. Exhibition at Municipal Auditorium. George H. 
Dietz, sec., 414-19 Little Bldg., Lincoln. 


TERCENTENARY CONVENTION AND EXHIBIT OF THE NEW 
ENGLAND Harpware Deaters AssocrtaTIon, Mechanics 
Bldg., Boston, Mass., Feb. 20, 21, 22, 1930. Headquarters 
Hotel Statler. George A. Fiel, sec., 80 Federal St., Boston, 9. 


New York State Retait HARDWARE ASSOCIATION COoN- 
VENTION, Rochester, Feb. 4, 5, 6, 7, 1930. Convention ses- 
sions and exhibition will be at Edgerton Park. Headquar- 


ters, Seneca Hotel. John B. Foley, sec., 510 Hills Bldg., | 


Syracuse. 


NortH Dakota Retatt HarpwarRE ASSOCIATION Con- 
VENTION AND ExuHIBITION, Fargo, Feb. 11, 12, 13, 1930. 
Exhibit will be held at the City Auditorium. Charles N. 
Barnes, sec., Grand Forks. 


Outo HarpwareE ASSOCIATION CONVENTION AND EXHIBI- 
TION, Columbus, Ohio, Feb. 4, 5, 6, 7, 1930. James B. Car- 
son, sec., 315 Mutual Home Bldg., Dayton. 


OKLAHOMA HARDWARE AND IMPLEMENT ASSOCIATION 
ConveNTION, Oklahoma City, Jan. 28, 29, 30, 1930. Chas. 





F. Nelson, sec., 207-208 Bloomfield Bldg., Oklahoma City. | 


OreGoN RetTAIL HARDWARE AND IMPLEMENT DEALERS 
AssocIATION CoNvENTION, Portland, Feb. 11, 12, 13, 1930. 
E. E. Lucas, sec., Hutton Bldg., Spokane, Wash. 


PaciFIc NoRTHWEST HARDWARE AND IMPLEMENT AsSO- | 


CIATION CONVENTION, Spokane, Wash., Feb. 5, 6, 7, 1930. 
E. E. Lucas, sec., Hutton Bldg., Spokane, Wash. 


PANHANDLE HARDWARE AND IMPLEMENT ASSOCIATION 
Convention, April, 1930. Place to be announced Jater. 
C. L. Thompson, sec., Canyon, Tex. 


PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE As- 
SOCIATION, INc., CONVENTION AND ExXuiIsiTion, Atlantic 
City Auditorium, Atlantic City, N. J., Feb. 11, 12, 13, 14, 
1930. Sharon E. Jones, sec., 610 Wesley Bldg., Philadelphia. 


SoutH Daxota Retatt HArpwaAreE ASSOCIATION CoN- 
VENTION, Sioux Falls, Feb. 4, 5, 6, 1930. Charles H. Casey, 
manager, 2344 Nicollet Ave., Minneapolis. 


SOUTHERN CALIFORNIA RETAIL HARDWARE ASSOCIATION 
ConvENTION, February, 1930, exact date and place to be 
announced later. H. L. Boyd, sec., Spring Arcade Bldg., 
541 South Spring St., Los Angeles. 


SouTHERN HARDWARE JoBBERS’ ASSOCIATION AND AMER- 
ICAN HarpWARE MANUFACTURERS ASSOCIATION JOINT Con- 
VENTION, Galveston, Tex., April 7, 8, 9, 10, 1930. Sidney 
St. J. Eshleman, sec., 704 New Orleans Bank Bldg., New 
Orleans, La. 


SOUTHEASTERN Retait HARDWARE AND IMPLEMENT As- 
SOCIATION CONVENTION, comprising the State associations 
of Alabama, Florida, Georgia and Tennessee, Atlanta, Ga., 
May 13, 14, 15, 1930. Walter Harlan, sec., 701 Grand The- 
atre Bldg., Atlanta. ; 


VirGcINIA Retait HarpWARE ASSOCIATION CONVENTION, 
Jefferson Hotel, Richmond, Feb. 13, 14, 1930. Thos. B. 
Howell, sec., Richmond. 


WISCONSIN RETAIL HARDWARE ASSOCIATION CONVENTION 
AND Exuisition, Auditorium, Milwaukee, Feb. 4, 5, 6, 7, 
1930. B. Christianson, sec., Stevens Point. G. W. Kor- 
nely, exhibit manager, 1476 Green Bay Ave., Milwaukee. 
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New Profit Maker 
for 1930 


ESICO 
(Reg. O. S. Pat. Off.) “JUNIOR” 


Electric Soldering Iron 


Husky Smaller Brother 
of the well known ESICO 


industrial line 


Here's a light one-pound iron built with 
the same quick-heating, long-lived de- 
pendability that has made the ESICO 
CONSTANT DUTY industrial iron so 
popular. This highly profitable iron is 
designed for the mechanic or house- 
holder, and means quick sales, for it 


RETAILS FOR $2.75 


Blue steel, one-piece case, and a rich, dark mahogany 
anti-heat handle make it a very attractive tool. 

The tip is forged copper and replaceable. Grade A 
nickel chrome elements, wound on highest quality mica 
insulation, assure quick heat and long life. 

An 85 watt tool. Packed six in individual boxes, or 3 
in boxes and 3 on a display card. 


Ask Your Jobber 


or write us direct 





Electric Soldering Iron Co., Inc. 
135-143 W. 17th St. New York, N. Y. 















have 

been 
* the 
Standard 

of the 
industry for 
76 years 














Better bolts, 
nuts, screws, 
and rivets are 
not made at 
any price. They 
lead the field 
when it comes 
to quality. 












Dealers, here’s 

your chance to 

handle a_ quality 
product that is 
popularly priced 
and one that will 
net you a handsome 
profit. 














Shall we send you our 
prices? 


GuakK BrosBour (p 


Studebaker Ave. 
Milldale, Conn, 

















HARDWARE AGE for JANUARY 23, 1930 





























Genuine Pin Tumbler 


Extruded Metal Padlocks 


All Brass, extruded metal. Heavy wrought spring 
shackle. Made from a solid block of extruded brass 
metal—bored out to receive mechanism. Finely fin- 
ished, 2 nickel silver keys to each lock. Number of 
changes practically unlimited. 


Made in ten sizes, 1 inch to 3 inches. 





— 











Cast bronze case, finely finished. Spring bronze 
shackle. 3 secure levers. 2 coined nickel silver keys 
to each lock. Made regularly with 48 changes. Made 
in eight sizes, #4 inch to 242 inches. 





These padlocks need no introduction. For years 
Corbin has made padlocks, and each year has seen 
improvements in their construction, until, today, they 
stand supreme in lock perfection. 


CORBIN CABINET LOCK CO. 


THE AMERICAN HARDWARE CORPORATION SUCCESSOR 
NEW BRITAIN, CONN., U. S. A. 


NEW YORK CHICAGO PHILADELPHIA 
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7 YOU TELL 


THE DEALER 
HOW WELL 
YOUR PAINT 
COVERS ~~ 


Tell the hardware 
dealers about your 
product through the 
medium that covers the 


Hardware Field. The ° 


readers of Hardware 
Age are wide awake 
merchants. They read 
this paper because they 
want to know what is 
going on. 


Tell this responsive 
audience about your 
product and you’ll take 
a big step toward 
achieving the distribu- 
tion you are looking 
for. 
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every Type and Size 





Reed and 
Prinee 
Produets 
ineludes 


Wood Screws 
Machine Screws 
Cap Screws 

Set Screws 
Stove Bolts 
Sink Bolts 
Hanger Bolts 
Machine Screw Nuts 
Stove Bolt Nuts 
Chair Rods 
Stove Rods 
Seat Rods 
Specialties 


Available in any fin- 
ish — nickel, blued, 
copper, bronze, brass, 
galvanized, plain, 
polished, cadmium, 
chromium. 





Reed & Prince Screw 
Products can be depend- 
ed upon for unvarying 
uniformity in strength, 
finish and dimensions. 
Every Screw, Nut and 
Bolt meets the highest 
standards of quality and 
accuracy. 

For GOOD WORK use 
dependable Reed & 
Prince Products. Your 
largest requirements can 
be handled promptly. 
May we submit samples 
and prices. 





REED & PRINCE MFG.CO. 


WORCESTER, MASS..U.S.A. 
WESTERN BRANCH arCHiCAGO-12] NORTH JEFFERSON ST. 
RARE 











Just showing 


Allith 


means clinching the sale 






ALLITH “ELEVEN-EIGHTY” 
Garage Door 
Hardware 


When the demand is for folding-sliding 
garage door hardware — show Allith 
**11-80.” It’s a sale clincher and a profit 
maker. Here is the hanger for installa- 
tions of 2-3-4-5 or 6-door openings—a . 
quiet, swivel type, moving free and easy on 
round track—will not jam, balk or jump the 
track. 


Get Allith Catalog No. 97 and see “11-80” 
illustrated in a wide range of uses. 





Allith-Prouty Company 
DANVILLE ILLINOIS 


Manufacturers of 
Fire Door Hardware 
Overhead Carriers 
Spring Hinges Door Hangers 
Airport Door Hardware Malleable tron Washers 
Industrial Door Hardware Stadium Seat Brackets 
Certified Malleable Iron Castings 


Garage Door Hardware 
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I’m Buying a Farrand Rule” 
The FARRAND RAPID RULE 


is no bundle of flimsy sticks—yet it is more rigid 
than a wooden rule. It is not a limp tape,—yet 
it measures around curves with equal facility. 


Thousands of carpenters and mechanics all 
over the world are buying 


THE MODERN TOOL FOR MODERN 
CRAFTSMEN 


which coils in a small holder of vest-pocket size. 
Are you prepared to demonstrate this rule to your 
customers? 


Distributed through Wholesalers 
Manufactured by 


HIRAM A. FARRAND, Inc., Berlin, N. H. 





Hardware Age Verified List 
OF WHOLESALERS AND RETAILERS 


Shows the names, addresses, capitalization, territory cov- 
ered, percentage of wholesale business, number of travel- 
ing men, names of executive officers and buyers, and the 
lines handled by the Hardware Wholesalers. 


For instance, on pages 7 to 79 it indicates by key 
numbers what classes of merchandise each hardware 
wholesaler handles. There are explanatory key numbers 
covering every class of merchandise that constitutes a 
modern hardware stock. 


Then, the Hardware Retailers on pages 80 to 353 who are 
rated |, 2, or 3 represent the livewire dealers doing 75% 
to 80% of the retail hardware trade of the U. S. 


CONTENTS OF VERIFIED LIST 
Wholesale Hardware Houses in U. 8., Canada and Foreign. 
Retail Hardware Stores in U. S., Canada and Foreign. 
Chain Hardware Stores in United States and Canada. 
5, 10, 25c to $1.00 Syndicate Stores carrying hardware. 
Department Stores org nag Age agi ren and housefurnishings. 
Manufacturers’ Agents in U. S., Canada and Foreign. 
Automobile Accessories Jobbers. 
Mill, Steam, Mine and Machinery Supplies Dealers. 
Sporting Goods Distributors. 
Mail Order Houses handling hardware and housefurnishings. 
Woodenware and Willow-ware olesalers. 
Paint, Oil and Varnish Distributors. 
Radio Apparatus and Parts Jobbers. 
Plumbers and Tinners ane Jobbers. 
Membership Lists of Hardware Associations. 


Hardware Age Verified List of Wholesalers and Retailers is 
indispensable in economic direct-by-mail promotion work and 
also a helpful guide for salesmen’s calls. Every manufac- 
turer's sales manager should have one on his desk, and every 
salesman could profitably carry a copy in his grip. Since 
the previous issue was published there have been more than 
10,000 additions and corrections, and these all appear in the 
Tenth Edition. 


Published annually, $15.00 postpaid 


Hardware Age Verified List Department 
239 W. 39th St. New York, N. Y. 











The box that 
holds trade be- 
cause of Honest 
Quality Inside. 


Full count, full 
weight, of good 
honest quality tacks 
in every Atlas box. 
You can be sure of it 
every time you sell 
one to a customer. 





You ¢an also be sure that each customer will 
continue his patronage. Not only because 
he will appreciate the full weight and 
honest quality but because at no time will 
any single Atlas tack give him cause for 
unfavorable comment or reflection. 


When customers buy Atlas tacks they 
remember where they got them. 


; ATLAS TACK CORPORATION 
Fairhaven, Mass., and St. Louis, Mo. 





HAND PLUG DRILL 


Stone-Working Tools 
and Supplies 


Catalog on request 


TROW & HOLDEN CO., Barre, Vt. 














SOLDERING LUGS— 


All Styles, Sizes, Quantities 


SEAMLESS TUBING— 


Lengths and Coils 


We want to quote where quality counts 
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—and roll up profits, too! 


“Acme” casters sell as easily as they roll. The ball- 
bearing feature makes them noiseless. They move the 
heaviest furniture readily and without effort. 


Show your customers how smoothly “Acmes” work. 
Roll one on the counter. Point out the ball-bearing 
feature, and the handsome finish. That’s all you have 
to do in order to sell “Acmes.” Here is a chance to 
build up caster business. A letter to us will bring a 
sample and full details. 


From your Jobber. Send for Catalog. 


THE SCHATZ MANUFACTURING CO. 


Poughkeepsie, New York 
Agents: J. C. McCarty & Co., 253 Broadway, N. Y. City 




















...A profitable and satisfac- 
tory line to handle ... 


...A guaranteed quality 
product backed by 30 years 
of service to users of Amer- 
ican Swiss Files... 


Write for Catalogs 


American Swiss File & Tool Co. 
400 Trumbull St. Elizabeth, N. J. 


AMEN 





wisS 


Tools ... Files ...Knurls 
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IVER JOHNSON 


agents will get the bicycle business of 1930. 


IVER JOHNSON 


BICYCLES, VELOCIPEDES 
and JUNIORCYCLES — 


are first all ways. 
Write for Proposition C. 


Iver Johnson’s Arms & Cycle Works 
Fitchburg, Mass. 

NEW YORK CHICAGO OGDEN, UTAH 
151 Chambers Street 108 W. Lake Street 2327 Grant Ave. 
SAN FRANCISCO 
717 Market Street 








NYHA 





THE CORBIN SCREW CORPORATION 


The American Hardware Corp., Successor 


NEW BRITAIN, CONN. 


Warehouses—New York, Chicago, Philadelphia. 
Western Factory—Dayton, , Ohio. 








WALWORTH. 





Walworth Company, General Sales Offices: 
51 East 42nd St., New York 
Plants at Boston, Mass.; Kewanee, III.; 


Greensburg, Pa., and Attalla, Ala. 


Distributors in Principal Cities of the World 


Walworth Company Limited, 620 Cathcart St., 
Walworth International Co., New York, Foreign Representative 


Makers of Dan Stillson’s Wrench 


Montreal, P. Q. 














A in IRON, WIRE 





anki Tac i aa : 







carry anice profit 


Write for Catalogs and Prices 
The Stewart Jron Works Company, Inc. 
540 Stewart Block, Cincinnati, O. 





, 
EVERYTHING 





and oene sy) 


es The symbol of 


quality 1 in chain 


There is an ACCO Chain for every 

industrial, farm and home purpose— 

in bulk or made into specialties. 

Concentrate on this _ profitable 
\ quality line. Made by the world’s 

largest manufacturer of welded and 
y weldless chain. 


AMERICAN CHAIN CO., Inc. 
Bridgeport, Conn. 


Makers of the Famous Weed Tire 
Chains 











For the Officer of the LAW 


When attached to the 

belt of an Officer, this 

fine quality Black Leather 
PEERLESS 
HANDCUFF 
HOLSTER 


protects the Handcuffs 
from dampness and per- 
mits instant withdrawal 


of cuffs. Supply the 
demand. 
PEERLESS HANDCUFF 


COMPANY 
Springfield, Mass. 




















Fits the Nut 
Snugly 
The B. & C. Adjustable “S” Wrench takes hold 
of the nut with a positive grip—fits the nut 
snugly and never lets go until released. Always 
in demand. 


Ba 


MARK 





Sold through Jobbers 


BEMIS & CALL CO. 
Springfield Mass. 











SAMSON TRADE MARK 


SAMSON CORDAGE WORKS 


BOSTON, MASS. 


SASH CORD 


SAMSON SPOT, PHOENIX and SACHEM brands 


fr laokdtictelertachelaertrtitagolsienetastatle tatty os 
“There IS a Difference in Sash Cord” 
OTHER BRAIDED CORDS* COTTON TWINES 
Send for catalogue, samples and selling information 
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THE ELASTIC 





370 ATLANTIC AVE., 





MANUFACTURERS OF 


RUBBER GOODS AND SPECIALTIES 


SEND FOR ILLUSTRATED CATALOGUE OF OUR COMPLETE LINE OF 
FAST SELLING TIPS FOR ALL PURPOSES 


TIP COMPANY 





f 


BOSTON, MASS. 
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General Concrete Carts 





Have eleven 
specific and 
distinct 
advan- 
tages and 
every one a 
selling argu- 
ment. Write 
for literature. 








General Wheelbarrow Company, Cleveland, Ohio 














The Most Complete Line 
on the Market 


(REZNOR) 


ME 


CAS HEAT 


=THE BEAUTY OF FI 














REZNOR MANUFACTURING CO., MERCER, PA. 























Improved ‘‘Barnes’’ Type Pipe Cutter 
fromthe ARMSTRONG BROS. 


¢ Line of Better Pipe Tools 
This 3-wheel Barnes type is especially o 
adapted to work where the cut- 

ter cannot be revolved en- 


tirely around the 
pipe. 










Bodies of Certified Malle- 
able Iron—Pins of carefully 
hardened tool steel. Wheels 
of special Alloy Tool Steel 
—Improved Knife Blade 
Design —Cut faster, last 
longer. 





‘a for ARMSTRONG BROS. TOOL CO. 
rs -" “The Tool Holder People” 


314 N. Francisco Ave., Chicago, U. S. A. 


YERS Coren 


MODERNIZE STORE .METHODS 


To provide adequate storage facilities for shelf stock—to 
make it accessible and convenient for clerks and stock men 
to handle with absolute safety—to insure quick service for 
wholesale or retail trade—install one or more 
MYERS NOISELESS CUSHION TIRE STORE LADDERS. 

Deep tread steps, full length hand grips, rubber tires, over- 
head track system, firm construction throughout, eliminate vibra- 
tion and noise and produce a ladder of ample strenyth for 
safety, convenience and efficiency. One style only—neat of 
design—attractively finished—any height—easily installed — 
meets most requirements. Circular on request. 


mE FE. MYERS & BRO.CO. 
ASHLAND, OHIO. 
PUMPS-WATER SYSTEMS-HAY TOOLS - DOOR HANGERS 








f| 










































PELOUZE 
New Household Scale 
DE LUXE 
Capacity 24 pounds by 
ounces. Artistically de- 
signed. Sturdy, compact 
construction. Beautifully 
enameled in the choice of 
several colors. Double up- 
right supports. Invalu- 
able to every household. 
Order early through your 
jobb 


er. 
PELOUZE MANUFACTURING CO. “30 "3 
232 East Ohio Street, Chicago Ne. G30—Glass Dial 
Manufacturers of reliable scales for 
many purposes. Send for catalogues. 
Specify “PELOUZE” in ordering of your jobber 


i sitesi oma =e sala 
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Classified Opportunities 








Use the “Classified Opportunities Section” to reach Hardware Manufacturers, 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. 


Classified Advertising Rates 


Opportunity Exchange Section A imeh ......00. 





BOXED DISPLAY RATES 
Each additional inch.............. 4.00 


Positions Wanted Advertisements 
50% off rates quoted 


Address your advertisements and replies te 








Bet Solid, Minimum of 5 lines... .$3.00 
Each additional line............ .60 
All Capitals, Minimum of 5 lines.. 4.00 
Each additional lin 40 
Average 10 words to a line 
Allow One Line for Keyed Address 


Bec ecececsece 





Discounts for Classified Advertising 
4 insertions, 10% a; 8 insertions, 15% 
t+) 


Remittance Must Accompany Order 


Roatoare. Age we Op 
tunities, ® We est St. Rew 





Harpware Ac is published each Thursday. 
Forms close Nine Days “pee to date ef 
publication. 





Samples of merchandise, literature, catalogs, etc., requiring more than ordinary reforwarding postage should not 
be addressed te bers. 





RUSINESS OPPORTUNITIES 


POSITIONS WANTED 











MANUFACTURER WANTS LINES 


Manufacturer and distributer of responsibility with good facilities wants 
to augment line with products preferably adapted to the hardware teade. 
Can take over sole distribution, and manufacturing if desired. Will con- 
sider purchase of patents or manufacture on royalty basis, or purchase of 
any going plant. All communications strictly confidential. Write Mr. .. 
care of M. Weingarten Advertising Agency, 45 West 34th St., New Yor 








Successful Hardware Salesman of 15 years’ experience with 
a well-known concern desires connection with a manufac- 
turer selling to hardware and housefurnishing jobbers and 
department stores for Philadelphia, Eastern Pennsylvania 
and New York, New England, or the South. Address Box 
1-663, care HARDWARE AGE, New York City. 

















WILL SELL thriving hardware business in heart of best irrigated sec- 
tion in Colorado. Fine, clean stock; inventory about 6,000; fixtures, etc. 
$1,300; sales $19,000 to $20,000. Beautiful town of 1500; short distance 
from famous National Parks. Address Box 1-670, care of Harpware AGE, 


New York City. 





FOR SALE—Two retail hardware businesses in two of best towns in 
Piedmont, North Carolina. Fresh, clean stock; going business. Reason 
for selling, ill health one partner, age of another. Half cash, balance on 
reasonable time. Apply C. H. IRELAND, Greensboro, N. C. 





FOR SALE. Established Hardware, Farm Implement and Garage 
business that should gross $100,000 yearly. Located in small town with- 
out any other hardware store. Popular car agency. Reason for selling, 
to dissolve partnership. Address Box I-657, care of HaArpwAre AGE, 
New York City. 





WANT TO BUY RETAIL HARDWARE STORE located in or near 
the State of New York, town of not over 2000 population, not near large 
city, stock inventory about $6,000.00. Address Box 1-662, care of Harp- 
ware AGE, New York City. 


POSITIONS WANTED 











HELP SPECIALISTS 


FOR THE HARDWARE INDUSTRY IN NEW YORK 
STATE 


MALE AND FEMALE 


BVERY APPLICANT INVESTIGATED AND GUARANTEED 
FOR TEN TIMES THE WEEELY SALARY INVOLVED 


ABBYE EMPLOYMENT AGENCY, INC. 
112 W. 42nd Street Bryant 7374-5-6 








i= 








EXPERIENCED HARDWARE MAN seeking position of responsibility 
with manufacturer or wholesaler in New England or New York vicinity. 
Eighteen years’ hardware experience mostly as office executive with pro- 
gressive jobber. Three years as retail manager. Age 44; small family; 
fine personality and habits; very energetic and capable. References, Now 
employed. Address Box 1-667, care of HarpwareE AGE, New York City. 





POSITION with responsible wholesale or retail hardware company offer- 
ing advancement. Familiar with hardware, paints, mill supplies, s sporting 
goods. Twelve years’ experience. Salesman, window trimmer and ship- 
ping clerk. Married, age thirty-two, strictly sober, dependable. References. 
South preferred. Address Box I-681, care of HARDWARE AcE, New York 
City. 


WASHINGT IN, 





D. C. RESIDENT SALESMAN now traveling Mary- 
land, Virginia, Delaware, West Virginia and part of North Carolina, 
selling steel fence post to hardware, farm supply and wholesale trade. 
Want non-conflicting sideline. One account each town or prefer full 
time line. Address Box I-672, care of HARpwARE AGE, New York City. 





HARDWARE MAN, twenty years’ retail experience in managing, buy- 
ing, selling hardware general merchandise. Past six years general hard- 
ware. Capable of taking responsible position as experience covers book- 
keeping and business details. Age 45; best of reference. Address Box 
1-671, care of HarpwArE AcE, New York City. 


4. 


MANUFACTURERS’ AGENT with fifteen years’ selling experience 
handling three well known, popular lines selling to housefurnishing and 
hardware jobbers and department stores desires two additional lines for 
1930. Territory covered: Philadelphia and Eastern Pennsylvania. Ad- 
dress Box I-664, care of Harpware Ace, New York City. 








WISH POSITION with manufacturer or jobber in Chicago Territory. 
Know the trade and General Hardware and Paint Business. Honest, 
steady and reliable, willing to do some traveling. Address Box 7361-A, 
care of Harpware Ace, Otis Bldg., Chicago, Ill. 





STORE MANAGER OR ASSISTANT—Have 15 years’ experience sell- 
ing and buying Hardware, Paints and Housefurnishings. Age 42 years, 
Christian. Long Island preferable. Address Box I-682, care of Harp- 
warE AGE, New York City. 





Fifteen years’ 
group of 
» care of 


MERCHANDISE MAN Hardware and Allied lines. 
diversified experience Retail Jobbing, Mail Order, Merchandisin 
Independent Retail Dealers. _ available. Address Box 1-6 
Harpware Ace, New York 


SALES ACCOUNTS WANTED 











AVAILABLE 


Capable man with 9 years’ 1 hardware and paint experience 

im management and sales, 2 himself with Manu- 

facturer or Jobber on salary or camaghaden ti ; prefer southwestern 

Pennsylvania or northwestern a territory but will consider 

other territory ; ae ggg ase 3 
and bond if red. Ad 


WARE AGE, New 7o5 





‘n furnish reference 
pens ox Tear care of HARD- 














MANUFACTURERS REPRESENTATIVE 
SEEKS ADDITIONAL LINE FOR NEW YORK 


hardware, 


A substantial reputation. Sixteen years contact leadin 
ew Jersey, 


housefurnishing, and paint jobbers. New er: a 
Philadelphia, Baltimore, Washington, D. Addr 


Edward Weingarten, 100 Amsterdam adit ios York City. 
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Classified Opportunities 





SALES ACCOUNTS WANTED 


SALES REPRESENTATIVES WANTED 











MANUFACTURERS, ATTENTION! 


Eastern distributors of established brands of cutlery, 
hardware and housefurnishing specialties desire to add 
other lines as exclusive sales agent, covering New York, 
New Jersey, Connecticut, Pennsylvania, Delaware and 
Maryland to jobbing and retail trade. 


Address Box I-666 
Care of Hardware Age, New York City 














I COVER New Jersey, North of Trenton; Eastern Pennsylvania and 
Southern New York State, selling Hardware ‘and Housefurnishing trades. 
Want worth-while additional line. No advances sought, some established 
fade desirable. Address Box I-683, care of Harpware AGE, New York 

ity. 


SALES ACCOUNTS WANTED by well established organization lines 
to sell Hardware and Mill Supply jobbers in States of Louisiana, ee 
efer- 





Mississippi, Arkansas and Alabama. Salary or commission basis. 
= exchanged. Address Box I-673, care of HArpware AGE, New York 
ity. 


MANUFACTURERS’ REPRESENTATIVE desires to add on annie 
new manufactures on his list of Builders’ Hardware, Hardware Specialties 
Tools, Plumbing and Mill Supplies. Electric Appliances. Address Box 
I-668, care of Harpware AGe, New York City. 








HARDWARE AND STORE SALESMAN wishes to represent Tool 
Manufacturing or Store Company in Southern States. 18 years’ experi- 
ence in these lines. Best of reference. Address Box I-674, care of 
Harpware Ace, New York City. 





SALES REPRESENTATIVES WANTED 


SALESMEN WANTED 


We are increasing our already large and representative 
sales force and require the services of men of character 
and initiative who are interested in building a future for 
themselves. 

We have a few attractive territories open throughout the 
United States for men experienced in the sale of Paint 
and, or Toilet Brushes. While we prefer experienced men, 
we will consider favorably men who have established 
records for sales in other lines. 

Compensation on straight commission or drawing 
basis. 

Address communications, 
fidence, to: 


JOHN H. GALLOWAY, General Sales Manager, 


Rubberset Company, 
56 Ferry St., Newark, N. J. 


account 


which will be held in strict con- 














WANTED A SALESMAN for Central Michigan, located in Detroit, 
who has ability and experience to sell hardware specialties for a manufac- 
turer. This article is handled by the hardware jobbers and retailers, also 
department stores. _To such a man a liberal commission will be paid. 
Can handle non-conflicting lines. Address with references to Box 1-676, 
care of Harpware Ace, New York City. 





THE TERRITORY of Central and Eastern Texas, Oklahoma is open 
for a commissioned salesman of ability and experience to call on the hard- 
ware jobbers and better retailers in the principal cities by a manufacturer 
of hardware whose product is well known. No objections to carrying non- 
conflicting lines. Address with references to Box I-678, care of HARDWARE 
Ace, New York City. 








WANTED: Salesmen calling on hardware jobbers, 
department stores and better class of retail trade to sell com- 
plete line of enameled ware, including the new bright colors. Com- 
mission basis with exclusive arrangement. 

Territories open—Western New York, Eastern Pennsylvania, Iowa, 
Nebraska, Minnesota, North and South Dakota, Oklahoma and Ar- 
kansas, Tennessee and Kentucky. 

Give complete information in first letter. United States Stamp- 
ing Company, Moundsville, West Virginia. 














SALESMAN WANTED—One desirous of taking on Woodenware as a 
side line to Housefurnishing and Hardware Store trade in Metropolitan 
District. _Teepe-Whitney Corporation, Vernon & Nott Avenues, Long 
Island City, N. Y. 





WANTED SALESMEN—To sell hardware, furniture or other dealers 
high grade special sale day items. Profitable side line. Liberal com- 
missions paid each week on accepted orders Write for details. Royal 
Manufacturing Co., 1721 Canton Ave., Toledo, Ohio. 





ROPE SALESMEN WANTED in all territories—100 per cent pure 
Manila a J 17c. lb. basis. Fast selling side line, five per cent commis- 
sion. ITED FIBRE COMPANY, 82 South Street, New York City 
(Foot of Wall St., and East River). 


SALES REPRESENTATIVE wanted to sell TAP- 2 SS Ice 
Picks to Wholesale Hardware and — s re in Centra d Southern 
—— — basis. Address A LANE, 53 ay ‘Street, New 

or ity. 





A MANUFACTURER OF HARDWARE SPECIALTIES desires the 
services of a commissioned salesman calling on the hardware jobbers and 
better retailers in Missouri, Iowa, East Kansas, East Nebraska and Cen- 
tral and Southern Illinois. Experience necessary. Address with refer- 
ences to Box I-677, care of Harpware Ace, New York City. 





WANTED BY ONE OF THE LARGER MANUFACTURERS of 
specialties, an experienced salesman with ability on a commission basis to 
call on the hardware jobbers and better retailers in the principal cities of 


North and South Dakota. Address with references 


Wisconsin, Minnesota, 
New York City. 


to Box 1-680, care of Harpware Ace, 








WANTED A COMMISSIONEI D SALESMAN for West - Virginia, Ken- 
tucky and Tennessee calling on the jobbers and retailers in the principal 
cities for a manufacturer of hardware specialties, whose product is favor- 
ably known. Experience and ability essential. Address with references 
to Box 1-679, care of Harpware AcE, New York City. 





WANTED EXPERIENCED SALESMEN ial. on the hen are vinta 
to handle a specialty item as a side line. Liberal commission. References 
— Address Box 7358-A, care Harpware AGE, Otis Bldg., Chi- 
cago, Il. ° 








WANTED—Salesmen. cating on hardware stores, housefurnishing trade, 
department stores and jobbers to handle as side line our braided novelty 
rugs; large commission. Wilkens Mfg. Corp., White Plains, New York. 





REPRESENTATIVES WANTED—Salesmen ‘tine on acne job- 


bers to handle builders’ hardware specialty as a side line on commission 








COMMISSION SALESMEN IN EACH STATE for manufacturer of 
hand tools and hardware specialties. Advise territory covered and houses 
represented. Address Box H-638, care of Harpware AGz, New York City. 





basis. Sure Latch Mfg. Company, 2505 Smalley Ct., Chicago, III. 
WANTED BY MANUFACTURER of Staple Hardware and House- 
furnishing Items,-salesmen with following. Commission basis; various 


territories. Address Box 1-669, care of Harpware Ace, New York City. 








Hardware Age. 





WHERE BUYERS and SELLERS MEET 


HEN you are in the market to buy or sell a store, to secure help 
or a position, or to secure sales representatives or a sales account 
look over the offerings in the Opportunity Exchange section of 
If you don’t see just what you want, ask for it as 
there is always some one who will be interested in your proposition. 


Rates on Request. 
HARDWARE AGE _  ,,0ppertenity 


Hardware Age is the 
authoritative national 
hardware paper and is 
read by dealers and 
jobbers in all sections 
of the country. 


239 W. 39th Street, New York 
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THE ADVERTISERS INDEX is published as a convenience and not as a part of the advertising contract. Every care will be taken to index correctly. 
No allowance will be made for errors or failure to insert. 





A 


Addison-Leslie Co. 
Alabastine Co. 


Alexander Hamilton Institute... — 


Ree 10, Ths vs cevwscccccss 
Allen, L. B., Co., Inc 
Alliance Mfg. 
Allith-Prouty Co. 


Almo Trading & Imp. Co....... — 


Altorfer Bros. 
American 
American 
Fork & Hoe Co....... 
Gas Machine Co..... 
Oe ee eee ere 
aE ee ee 
Nut & Bolt Fastener 


ee ee eee 
Saw & Mfg. Co...... 


American 
American 
American 
American 


American 


Co. 
American 
American 
American 
Sheet & Tin Plate Co. 
Stainless Steel Co.... 


American 


American 


American Steel & Wire Co..... 
American Swiss File & Tool Co. 
American Telephone & Telegraph 

[i UEbsssonbsekadaxewesesce 
American Weckly ............- 
Ames Shovel & Tool Co........ 
Anti-Borax Compound Co....... 
PE TE cae bsciwasksece 
Armstrong Bros. Tool Co....... 
Armstrong Electric & Mfg. Corp. 
Armstrong Mfg. Co............ 


Associated Business Papers, Inc. 
Associated Factory Distributors. . 
micas & Ge, Bs Gs. césccwes cs 
Atiss Anssais Co. o.0206<20000% 
ME ROE COEDS oc vacbccwssews 
Ss 


B 


Babcock Co., The W. 
Bakelite Corp. 
Baker, Geo., & Som.......:..0002+2 
Baker-McMillen 
Banks Steel Post Co......... ag 
Barney & Berry, Inc........... 
RMON GUS Ao ebeaesescsusshens 
ee fe ee 
Beckley Ralston Co............ 
Beisser Key Machine Co....... 
Dee Be MO EP isiss sn cdecw cs 
Bernz.:Co., Inc., Otto........+. 
Bethlehem Steel Co............ 
Birtman Electric Co............ 


eee ee 


Bissell Carpet Sweeper Co...... 
Me MERE; SIDS cede xee oes abeees 
Blaisdell Pencil Co............. 
Bommer Spring Hinge......... 
Bosley Co., 


A See 
PRE RO rsscstabese ds - 


Borew Gis. 3. ey sisc kas 3 


84 





Boston Woven Hose & Rubber 


ions. SER bee ceeeucusuekers sere 
Boucher Mfg. Co., H. E....... 
Breach. Mis: To, 1. S..656.<%- 
Brainerd Mig. Co. ..<.....:00+ 
ee eee 


Bridgeport Chain & Mfg. Co.... 
Bridgeport Hardware Mfg. Co.. 
Bridgeport Screw Co........... 
Brown & Sharpe Mfg. Co...... 
Brush-Nu Co. 
Buffalo Wire Works Co., Inc... 
Burnley Battery & Mfg. Co.... 


Cc 


Carborundum Co. 
a ee Se 
Cinta Protincta Co... ..54..6 055 
Champion De Arment Tool Co.. 


Chase Brass & Copper Co...... 
ee Ge WI hho 5k sa ecd ces 


Chicago Roller Skate Co........ - 
Chicago Spring Hinge Co...... - 


Chipman Chem. Eng. Co....... 


ee ae 6 ae -- 


Clark’ Bros. Bolt: G0. oi6ssaecse 
oO a a ag ee 
Og ae, ae ey ae 
Clay Equipment Corp.......... 
Clemson Bros., IC. ....040..... 
Cleveland Quarries Co.......... 
Cleveland Twist Drill Co....... 
Cleveland Wire Spring Co...... 
gel: A 0 ee 
Coldwell Lawn Mower Co...... 


Coleman Lamp & Stove Co..... ~ 


Columbian Rope Co............ 
Columbian Vise & Mfg. Co..... 
Caeeerh GIGS... o.cskskcessewcy 
Congoleum Nairn, Inc.......... 
Consolidated Electric Lamp 
Continental Screen Co.......... 
Continental Steel Corp......... 
Cook Company, H. C.......... 
Cook’s Sons, Inc., Adam....... 
Corbin Cabinet Lock Co........ 
CaM, eee is sseke sn cucsecss 
Corbin Screw Corp. ......:000. 
Corning Glass Works....,....... 
Cortland Grinding Wheels Corp.. 
Greenent “Teel! (0. as sss ese 
Cronk & Carrier Mfg. Co...... 
Crown Cork & Seal Co......... 
Cyione Peat’ (056 iici sess <e 


eae TGS. Tsikeccsenascacse 
Damascus Steel Products Co.... 


Dazey Churn & Mfg. Co....... - 


De Laval Separator Co......... 


32 
75 
24 





SNEED: Jalsa usiswasb we he 
Deniston Co. 
Dexter Co. 
Diamond Calk & Horseshoe Co.. 


Dickson Weatherproof Nail Co.. 


“DOSE Oey | ae Je ae = 


Display Material Co............ 


Disston & Sons, Inc., Henry.... - 


Dixon Crucible Co., Joseph..... 
Domes of Silence, Inc.......... 


Dorfan Co., The......... ee - 


a ene 


Duluth Show Case Co.......... — 


Du Pont de Nemours & 


E. 1. 


er ee 


Beene ME B50 iis kas sbase ss cscs 
Eagle-Picher Lead Co.......... 


24 


90 


eo ieee - 


Eastern Tool & Mfg. Co........ 


a . 
Eclipse Machine Co............ -— 


Edison Elec. Appliance Co...... 
SM Gs asad eveacessdeaaes 
EE EM GOs owns cncsesne ane 
Riectrac: Catlery Co...... 200005 
Electric Soldering Iron Co..... 
Eoterprise Bifg. (60. ...00.6000s 
Batwing Bite. (Cosicssscscas 
Evansville Tool Works......... 
Everedy Co., 


Fairbanks Co. 
Fairmount Tool and Forging 


Farrand, Ne, es 
Fate-Root-Heath Co. 
Poeuitiess Caster Cos so. s.5 5 iss 
Favorite Stove & Range Co..... 
Federal Washboard Co., The.... 


| et ae oa — 
Flexible Steel Lacing Co....... 
PIII UE, 50S 669-35 )05.005 0:08 
aL. a. © rere 
WOU IGS Si pace odes eesti 
French Battery Go. .o660ecccccs 
G 
Gendron Wheel Co............. 
General Fireproofing Co........ -- 
General Wheelbarrow Co....... 
Getz Power Washer Co......... 
Gilbert & Bennett Mfg. Co...... 
Gilbert Clock Co., Wm. L...... 
Gillette Safety Razor Co........ 
Globe Stove & Range Co........ 
Gold Medal Folding Furniture 


Co. 


Poem ere serene seeeeeeeses 





Good Housekeeping 
GonGel Pratt Co. 6. s0csicinseesss 
Goodrich Rubber Co., B. F., The 
Grand Rapids Hardware Co..... 
Greene Tweed Corp. of N. J.... 
Greenfield Tap & Die Corp..... 
Greemee Test "Go... oi oss. -- 
th ERE, SDs ison cawooeenes 


23 


Pee ERNE San apaceawageta sss 
Hanlon & Goodman Co......... 
Hanson Scale 
Harrington Cutlery Co......... 
Harrington-Richardson Arms 
RT A A” Ws Aone ssa nes 
ne ae | en ae. ee 
Hercules Powder Co........... 
Herschel Mfg. Co., R.......... 
Hibbard, Spencer, Bartlett & Co. 
Hil, Oi. TF, TR 550... 065000 
SUSE AGG, Sis isocicis vows 5000 
Holmes Products, Inc.......... 
Hoppe, ine, Deank A... 255.4 
ee a 6: eer ae 
Hotel Gibson 
Household Magazine, The....... 
Houze Convex Glass Co., L. J.. 
Pietra 656,, TE. Th ios scc sae 1 


I 


Imperial Bit & Snap Co....... 
Independent Lock Co.......... 4 
Indiana Rolling Mill Co........ 
Indiana Steel & Wire Co....... 
Indianapolis Cage Corp......... 
Ingersoll Watch Co., Inc....... 
International Nickel Co......... 
Tne WG. ks Abc xeecaseu sore sce 


Jennings Mfg. Co., Russell..... 
Jitty Boller’ Plug C0. 6scs66s es 
Johaneson, Wales & Sparre, Inc. 


Johnson Arms & Cycle Works, 
Iver 


Tere eee ee ee eee ee 


Kansas City Chamber of Com- 

MAID. sihawagesonsiete 490595 
Kantlink Manufacturers 
Kees, 2. DD, BER Cesk c sc awees 
ee ae © reer 
Kelly Axe & Tool Co.......... 7 
Kenton Hardware Co........... 


POOr TUONO Aso 6 s80s0s evens 





THE DASH (—) INDICATES THAT THE ADVERTISEMENT DOES NOT APPEAR IN THIS ISSUE 
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TH® ADVERTISERS INDEX is published as a convenience and not 


& part 


No allowance will be made for errors or failure to insert. 


of the advertising contract. Every care will be taken to index correctly. 





Keystone Steel & Wire Co...... 
Kilborn & Bishop Co.......... 
PAU Bike Shc 60 5 vices 
Bieta & Sons; Ble scsccs sxe sass 
Kohler Die & Specialty Co...... 
Kokomo Stamped Metal Co..... 
PROCUE TEs 5 60 8s ioscan ds 
a Se eee 


L 


Lamson & Sessions Co.......... 
Landers, Frary & Clark....... 
Lehmann, A. H., 
Libbey-Owens Sheet Glass Co... 
Lidseen Co., Gustave. ........%. 
RU OI io vinsels sees oes aces 
BPMIO RUE OO hansen besatecess 
Luther, Inc. 


MeRioney Mig. Co... ..260.+.. 
Malleable Iron Fittings Co..... 
Malleable Iron Range Co....... 
Mansfield Lock Washer Co..... 
Mansfield Tire & Rubber Co.... 
Marathon Razor Blade Co...... 
Marshalltown Trowel Co........ -— 
Martin-Senour Co. 
Posten Varn 6.6606 ices 
Machine Shop 


Massachusetts 
Works 


Maydole, David, Co............ 
Meisselbach Mfg. Co., A. F..... 
a ee 
Merrill Handle Co............. 
Piers. FAUS CGs 6:55 0:0 5:8si050 sess 
Milwaukee Brush Mfg. Co..... 
Milwaukee Stamping Co........ 
Moore Push-Pin Co............ 
Beeerin, 3H0,, CUES. 000.06 sc0cces 
Morse Twist Drill & Machine Co. 
Murphy’s Sons Co., Robert..... 
Murphy Varnish Co........... 
Myers & Brothers Co., F. E..29, 


N 


Aluminum Mfg. Co.... 
Auto Chamber of Com- 


National 
National 
ERA Ie Oe eee 


Caron S20. 55:00 55050 > _ 
Enameling & Stamping 


National 


National 
Co. 


National 
National 
National 


Stamping & Electric Co. 
Standard Horseshoe Co. 
Nemco Engineering Co......... 
New Delphos Mfg. Co.......... 


National 
National 


New Jersey Zinc Company..... 
New York Wire Cloth Co....... 
Nicholson: File Cay.00<6ecc0cs. 
Nilco Lamp Works, Inc........ 
Norcross & Sons, C. S........... 
bo ae > i 
North Wayne Tool Co.......... 


Norton Door Closer Co.... 


O’Cedar 
Octigan Forge & Mfg. Co....... 
Oliver Iron & Steel Corp....... 
Oneida Community, Ltd......,. 
RO ES SINCE s ohcse cic ecess 
Sie ya So, 


Corp. 


Srmerne @ Oo5 fo Biss. 6 ccds 
Oster, John, Mfg. Co.......... 
eae TOE OG ic 6000 5.600 


Page Steel & Wire Co.......... 
Paine Co. 
Patent Novelty Cov.s.6.sccces 


Pelouse: Mies Ciocccecas'seecss 
Pema TeeTGWOte C06i6.04 5-05 03s 
Penn. Lawn Mower Works..... 
Perfection Mfg. Co.........:.. 
Perfection Stove Co., Inc...... 
Peters Cartridge Co............ 
Pharis Tire & Rubber Co....... 
Phenix Mfg. 


Pme. Mig, Co..0.sces waters Walser 
Pittsburgh Plate Glass Co...... 
Pittsburgh Steel Co............ 
ACWW CHINN OOi oc 6,00.6% 2 86880 
Plumb, Inc., Fayette R........ 
Plymouth Rubber Co........... 
Popular Science Monthly....... 
Peels Eis Bivsasuiveecccen esas 
Positive Lock Washer Co....... 
Pratt & Lambert, Inc.......... 
PSCUIOG “VASO COs 665 cocaine ees 
Progressive Mig. Co......0.000% 
LM oS a 


TT ge tc tS Se cre 
Reed & Prince Mfg. Co........ 
Regina Corporation ............ 
Reliance Manufacturing Co..... 
Remington Arms Co., Inc...... 
Remington Cash Register Co., 
Inc. 





oe a Oe a a d 


Peck, Stow & Wilcox Co....... a 
Peerless Handcuff Co.......... § 


Philadelphia Lawn Mower Co... - 





Reynolds Wire Co............. 
Menno Bae. COs. be ecccccec ccs 
Richards-Wilcox Mfg. Co...... 


Richardson Ball Bearing Skate 
Co. 


Richland Rubber Co........... — 


po 
Robertson, Arthur R........... 
Rose & Brothers, Wm.......... 
Rotax Company, INC. eis cc cess 
Ruby Chemical Coss. ..6<6cc0ce% 


Russell, Burdsall & Ward Bolt 
Ne Sainte wnstdes cues 


Russell Cutlery Co., John...... 


20 


Reseell @ ElWitsi. 6c. sccsccice - 


S. & A. Metal Products Co., Inc. 
Oe a 2 
EOE) aosaiseeekscsce asus 
Samson Cordage Works........ 
| a 
a © a ee ee 
Sous Mt Chis ecsck chasis 


Schollhorn Co., 


William........ - 


Schrade Catlery Go... ..i00 500% . 


SOO Fu COscsbesécaccs once 
Segal Lock & Hardware Co..... 
Shapleigh Hardware Co........ 
A oO” 
Sheffield Bronze Powder & Sten- 

cil Co. 


Shelby Spring Hinge Co........ 
Sherman Mfg. Co., H. B....... 
Showearder, TG. ..2.cccceccuse 
Sidway-Topliff Co. 
SVEr LAKS  CObis ais0.0.6 5 soc cele a's 
Simmons Hardware Co......... 
Simonds Saw & Steel Co. #..... 
Simonds-Worden-White Co...... 
Simonsen Iron Works.......... 
Sia WER 6 ii dieyico 5 ise 0% 
Smith, Inc., Landon P......... 
Smith & Sons, Inc., Seymour... 
Solderall Corp. 
Standard Gas Equip. Co....... 
Standard Pressed Steel Co...... 
BUMGRES OO COs sc ce ckceesees 
Stanley Works 
Stearns Gas Be GS 660 :56-6:5..5:056 


ee 


Sterling Woodenware Co....... 7 


Stewart Iron Works........... 
Superior Laboratories 
SWatk Gas, JEW ose ives ccctes 
Sweets: Steel Co. iiss. hsccacts. 


Technical Glass Co., Inc........ 
Three-In-One Oil Co........... 
Tilley Ladders Co., John S..... 
Toledo Metal Wheel Co........ 
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Toledo Pressed Steel Co.......- 
Toledo Wheelbarrow Co........ 
NOE  COige vec 6cscnascs 
Trimont Mfg. 
Tee Ot TIGA s 65.0:6:65-60s cscaiee 
Tubular Rivet & Stud Co....... 
Tucker Duck & Rubber Co..... 
Turner Brass Works.........+- 
Turner, Day & Woolworth Han- 

dle Co. 


Tremont 


Union Fork & Hoe Co......... 
Union Hardware Co........... 
Union Steel Products Co....... 
United Publishers, 

TERS Sc auan<aeaerakcasneses 
U. S&S. Costetdae Gee... cvscccevcns 
U. S. Chain & Forging Co..... 


Universal Fixture Corp......... 


Business 


Up-to-Date Machine Works..... 


Vv 


V-W Ventilator Co........-.06. 
Valentine & Co..........eeeeee 
Vaughan Novelty Co..........-. 
Vaughan & Bushnell Mfg. Co... 
Verified List 
Vichek Tool Co. occ ccccccvece 
Vollrath Co. 


Wagner Electric Corp.........- 
Walworth Co. 
Warren Mfg. Co., J. D....... 
Washburn, E. G., & Co......... 
Western Cartridge Co.........- 
& Mfg. 


Westinghouse Electric 

Co. 
Wheeler Metal Products Corpora- 

tion 
Whiting Adams Co..........-- 
Whitman & Barnes, Inc........ 
Wickwire Brothers 
Wickwire-Spencer Steel Co..... 
Wilson-Imperial Co. 
Winchester Repeating Arms Co.. 
Wiss & Sons Co., J....+--+-++- 
Witt Cornice Co.......++--ee0e 
Witte Engine Works........... 
Wolverine Supply & Mfg. Co... 
Wolverine Tube Co.........++6- 
Wood Shovel & Tool Co........ 
Wooster Brush Co..........+-- 
Worthington Co., George....... 
Wright Steel & Wire Co., 
Wrought Washer Co........... 


¥ 
Yale & Towne Mfg. Co........ 
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THE DASH (—) 


INDICATES THAT THE ADVERTISEMENT DOES NOT APPEAR IN THIS ISSUE 














90 HARDWARE AGE for JANUARY 23, 1930 




















Adjustable Heavy Pattern 





Extra Heavy Screw Clamp 





A Time Saving Adjustment 


One-quarter turn to the left of the Bolt 
in the HAMMER & COMPANY’S Malle- 
able Iron Adjustable Clamp moves the 
Bolt the full length in or out. Turning 
Bolt to the right operates it like any other 
screw. 

All styles have extra strong frame and 
rugged construction. Sell the best. Send 
for Prices. 


MALLEABLE IRON FITTINGS CO. 
Branford, Conn. 






































Chick Feeder Automatic Poultry Fountain 


—MOE’S LINE— 


A Big up-to-date line of Poultry Supplies. 

The market standard for quality and complete- 
ness. 

Everything for Chicks and Chickens :—feeders, 
drinking fountains, brooders, incubators, etc. All 
made right and sell readily—No shelf warmers! 
Thousands of Hardware dealers are selling 
“Moe’s Line” with profit and satisfaction. 

Make “Moe’s Line”—your line. It’s a fine line 
to handle. Write for New Catalog and Prices. 


HoEFT & COMPANY 


2305 Davis St. North Chicago, III. 

















Customers gladly invest Ten Cents for a set 
of Domes of Silence which often save many 
dollars in replacement of fine furniture. They 
let a chair slide—in any direction—at a mere 
touch. They give furniture 
three times the life. 


And the convenient little 
package helps the sales. 


If Your Jobber Cannot Supply 
You—Write Us Direct 


We also make all grades of Sliding Casters, Pin 
Slides, Felt Slides, etc. 


DOMES OF SILENCE, INC. 
21 Pearl Street New York City 

















Since the Wright 
Rooster trade- 
mark was intro- 
duced, consum- 
ers look for it in 
their poultry 
netting. Those 
who have used 
Superior Brand 
demand it when 
they are in the 
market for more. 


G. F. Wright Steel 
& Wire Co. 


Worcester, Mass. 


SUPERIOR 
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| EN of every description 

\ and from every walk of 
life form a large class of 
buyers who know and buy 
quality tools. These are the 
men—repeat customers all— 
who constitute your best trade 
today. 


There’s nothing like an attrac- 
tive colorful display of Millers 
Falls Tools to sell a quantity 
of high grade merchandise to 
craftsmen of this type. They 
already know Millers Falls 
tool value. Month after month; 
year after year, we have been 
calling the attention of these 
men to Millers Falls improve- 
ments which make their work 
easier and more pleasurable, 
showing them the advantages 
of buying Millers Falls quality 


MUILLERS kALLS I OOLS 


—tools with a background of 
over 60 years’ experience in 
suiting the requirements of 
the expert. 


Just remind the men who 
know and use good tools that 
you carry Millers Falls. Use 
these displays in a prominent 
place in your store. They'll 
pay big dividends for they are 
compact, strongly built and 
artistic in design and will de- 
mand attention from any pro- 
spective buyer. Send _ the 
coupon for information on 
displays of all the 12 Millers 
Falls major tool lines. Millers 
Falls Company, Millers Falls, 
Mass.; New York: 28 Warren 
Street; Chicago: 9 So. Clinton 
Street. Cable Address: MIL- 
LERFALL NEW YORK. 





Brace Display No. 600 has an indi- 
viduality that makes it stand out in 
any window or on any counter. 


MILLERS FALLS 
TOOLS 


HAND 


AND 


\ BREAST 
DRILLS 





Hand Drill Display No. 88 is 16% 
inches high and 10% inches wide. It 
is attractively finished in four colors. 


MILLERS FALLS 
TOOLS 






MILLERS FALLS COMPANY, 
Millers Falls, Mass. 


Send me jnformation on displays of the Millers 
Falls major tool lines. 
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A New Way for Hardware Dealers to 
INCREASE ELECTRIC APPLIANCE SALES 


Through the offer of these four Regular DeLuxe Quality 
UNIVERSAL Appliances at Special Prices for Spring 
Sales, hardware dealers are given an unusual opportunity 
to increase appliance sales. 


These are by no means the usual flashy but inferior ‘‘cam- 
paign-quality” articles—but four of the most popular ap- 
pliances in the entire UNIVERSAL DeLuxe Line, of the 
highest quality obtainable, reduced in price for A LIM- 
ITED TIME ONLY that you may offer your customers 





Feature These Universal DeLuxe Quality Items at Special Prices 


the kind of Special Sale Merchandise that satisfies so 
completely as to bring them back for more. 


Each is being extensively advertised in UNIVERSAL 
Spring National Magazine Advertising. By tying this in 
with local newspaper advertisements and window and 
counter display you will give your Spring Sales a real 
boost. Order goods and FREE Dealer Helps from your 
Universal Jobber. 


LANDERS, FRARY & CLARK—NEW BRITAIN, CONN. 


ra 

















Lee 











